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‘Twice as Many Filters’; 23% More in Spot... 
Brown & Williamson, Sterling Drug 


pite Shifts in Fourth |spot spending with $17,521,900. In| 
second place was Brown & Wil- 


Quarter, However, P&G 
Lea in Medium ‘ liamson, with $11,288,700. 
ds mn . for 56 The product category breakdown 
New York, Feb. 14—The coun-| for 1956 showed these classifica-| 
ducts $107,615,000, cos- | 
er, Procter & Gamble, dropped to | 8TOCery products 91 
third place in the fourth ater metics and toiletries $34,240,000, | 
rankings released this week by the {TUS Products $32,026,000, tobac- 
Television Bureau of Advertising. (Continued on Page 82) 
But P&G was still in first place 
for the year as a whole. } 
Brown & Williamson, usually a T d D ] A 
close runner-up to P&G, moved in- | ra e ea S re 
to first place with estimated gross | 
time expenditures of $2,866,700 for Mi d Bl e 
October, November and December 1xe essing, 
of last year. Sterling Drug ad- 
vanced from fifth place in the i in 5 
third quarter to second, with an W St dy F d 
dutlay of $2,391,600. e1SS u 
New York, Feb. 13—‘ ‘Wheel- 
represented a cutback of almost | ing and eating? hes become one 
Sra te Bader ot ba0eK gOS te ane) our ares! merchandising, €x- 
po get of 94,004, pressions.” 
merchandising, Doyle Dane Bern- 
Spot TV Quarterly Trend bach Inc., and contributor to Av- 
Estimated Total Gross VERTISING AGE, opens his new study 
Expenditure | Strategies and Their Tactical De- 
velopment.” 
ie auanwen | “The trade deal in particular 
1955 
and a multitude of business sins. 
Sins of omission. Sins of commis- 
sion,” he writes. 


P&G’s expenditure of $2,324,000 | 
fourth quarter of 1955, the first Thus E. B. Weiss, director of 
lon trade deals, “130 Tested Trade 
|covers a multitude of practices— 
ath | $103,872,000 
“It also covers a vast area of 


1956 
I# | $100,209,000 


a0 - $105, 584.000 } profitable merchandising—profit- 
: : able for the manufacturer; profit- 

we |able for the trade, both wholesale 

o | $ 88,863,000 ab |and retail,” Mr. Weiss points out. 


| 
| 
| 


1956 
#%] $107, 842,000 


silt 


= Mr. Weiss sees the trade deal as 
|}a particularly complex and sensi- 
tive aspect of merchandising, be- 
period for which TvB data on spot | cause trade deals “too infrequently 
expenditures were made available.|make a permanent contribution, 

or a truly lasting contribution, to 
= P&G’s most active period since|a sales gain”; and yet it is an 
spot tv became a measured medi-|important competitive weapon 


| 
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\Coupon Raids Cause 
® ‘Life’ User to Ask 
for ‘Adjustment 


Cuicaco, Feb. 15—Three weeks 
|after it appeared, Swift & Co.’s 
$1.45 coupon offer continues to 
echo down various ad industry cor- 
ridors, with at least one fellow- 
advertiser in Life very unhappy 
over the whole thing. 

The issue has to do with alleged 
lost circulation of newsstand is- 

sues of magazines. As reported ear- 
‘ilier (AA, Jan. 28; Feb. 4), the 
high value of Swift’s 12-coupon 
spread in Life, Look and Ladies’ 
Home Journal had caused grocers 
and others in the food business to 
swoop down on newsstands in a 
number of markets, buy up whole- 
sale quantities of those publica- 
tions, detach the Swift ads and 
hold them for redemption after, in 
some cases, junking the rest of the 
magazines. 


e 
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MONEY DEAL—Foreign coins are the 
premiums in Kraft Foods Co.’s 
spring and summer caramel pro- 
motion. The campaign kicks off 
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Calvert Defies 
Ad Censorship 
by U.S. Tax Unit 


Distiller Reportedly 
Will Use ‘Clear Heads’ 


After Treasury Turndown 


WASHINGTON, Feb. 15— 
Rep. Eugene Siler (R., Ky.) to- 
day reintroduced HR 4835, his 
bill to prohibit liquor advertis- 
ing. And the alcohol and tobacco 
tax division of the International 
Revenue Service today con- 
firmed to AA that it has warned 
Distillers Corp.-Seagram that it 
has found Calvert advertising 
objectionable. Presumably the 
division is now deciding wheth- 
er to issue a citation against the 


with color pages in comic sections 

on March 31 and commercials on 

“Comedy Time,” March 28. Foote, 

Cone & Belding, Chicago, is the 
agency. 


Too Many Radio 
Spots?-Agencies 
Try to Find Out 


Esty Request for Logs 
Worries Stations; Shaw 
Finds Them ‘Cooperative’ 


New York, Feb. 14—Two ad- 
vertising agencies are so con- 
cerned over reports of over-com- 
mercialization of early morning 
radio that they have asked sta- 
tions to provide logs of their ac- 
tivities for key periods. 

The first request went out from 
William Esty Co. covering stations 
cleared for all its clients. The sec- 
|}ond came from John W. Shaw 


Nobody knows just how exten- 
sive this activity was, but North 
American Van Lines, which also 
had a color spread in the same 
(Jan. 28) issue of Life, is con- 
vinced that it was quite extensive 
and not at all good for its own 
ad’s effectiveness. 


® The $70,000 ad by the Fort 
Wayne Inc. moving company was 
its once-a-year big effort. North 
American and its agency, Apple- 
gate Advertising, Muncie, were 
concerned enough about possible 
lost circulation to send Life a let- 
ter asking for satisfaction and stat- 
ing that the client will not pay for 
the ad until an “adjustment” is 
made. 

The adjustment apparently 
would take the form of a partial 
rebate on the ad. But, first, the 


(Continued on Page 4) 


company which could lead to a 
court test of its powers. 


New York, Feb. 14—Calvert 
Distillers Co. apparently is willing 
to make a test case of its right to 
use the slogan, “Clear heads call 
for Calvert taste,” in its advertis- 
ing for Calvert Reserve blended 
whisky. 

First ads in the new campaign 
broke Feb. 1 in the New York 
| Times and the New York News. 
Last week the drive was extended 
to 486 newspapers and to car cards 
in several key markets. Grey Ad- 
vertising Agency is handling the 
campaign. ‘ 

It is understood that copy was 
| submitted for approval, as is cus- 

tomary, to the alcohol and tobacco 
tax division of the Treasury De- 
| partment, and that it withheld ap- 
|proval. But Calvert went ahead 
(Continued on Page 79) 


Paul Smith Is Out as Crowell-Collier 
President After 19 Stormy Months 


New York, Feb. 15—Paul C. 


ing of the C-C board of directors. 


um was the second quarter of 1956, | 
when the company bought $6,541,- | 


among manufacturers. 
Often, he says, when sales vol- 


| Advertising Chicago, to the 23 sta- 
tions included in a Colgate shave 
cream drive. 


Smith, an ex-lumberjack, ex-har-| He ceased being a magazine pub- 
vest hand, ex-whistle punk, today | lisher with the deaths of American 
became not only an ex-publisher | and Collier’s and Woman’s Home 


000 worth of time. In terms of the | ume for several months before and 
full calendar year of 1956, the) (Continued on Page 4) 


Advertising Catalyzes Economy, But Only If 
It Guards Integrity: Coca-Cola's Robinson 


ATLanTA, Feb. 12—Advertising | vertising will keep these great 
was described here last night as| strengths of service to our people 
“the tireless and persistent gener- | and the economy so long as we are 
ator of dynamism in the American | eternally vigilant in the protection 
economy—for better goods at low | of its character and its integrity.” 
prices.” More than 200 members and 

William E. Robinson, president | guests of the Atlanta Advertising 
of Coca-Cola Co., told a joint meet- | Club and the Atlanta Better Busi- 
ing of the Atlanta Advertising Club | ness Bureau attended the meeting 
and the Atlanta Better Business|in observance of National Ad- 
Bureau that “advertising is the|vertising Week, Feb. 10-16. A 
catalyst of the competitive system | highlight of the program was a re- 
which characterizes the American | dedication to the “Truth in Adver- 
economy. ising” crusade founded some 50 

“If advertising is sometimes ac-| years ago by Samuel Candler 
cused of goading the consumer,” | Dobbs, former president of Coca- 
Mr. Robinson said, “I submit that | Cola Co. 
it goads the competitor even more. . P 
on technological improvements |*® Mr. Robinson said that some ad- 
are rushed from test tube into print | Vertising today may adhere metic- 
before they have a chance to cool | Ulously to the truth, but, because | 


off.” of insinuations and innuendos, can | 
create an impression that is actual- | 
s Mr. Robinson said that “ad- (Continued on Page 83) 


but an ex-president as well. 

The young man who came out of 
the West to have a shot at making 
Crowell-Collier magazines a going 
operation was out on the sidewalk 


Response to its request for a 
photostatic copy of the broadcast- 
ing log of the 7-8:30 a.m. (local 
time) period from Jan. 21 to Jan. 

(Continued on Page 8) 


Last Minute News Flashes 


Standard Vacuum Names McCann (International) 

Wuirte Puains, Feb. 15—Standard-Vacuum Oil Co., which operates in 
50 overseas countries, has. appointed McCann-Erickson Corp. (Inter- 
national) to handle its advertising. Standard-Vacuum is jointly owned 
by Esso and Socony Mobil. 


Georgi Will Leave D. P. Brother to Join C-E 


Detroit, Feb. 15—Carl Georgi Jr., vp and media director of D. P. 
Brother & Co., will become media director of Campbell-Ewald March 1. 
J. J. Hartigan, senior vp of Campbell-Ewald and its longtime media 
director, will take over new executive responsibilities, reportedly in- 
cluding the post of vp of the board. At D. P. Brother, the media direc- 
tor post will go to C. Watts Wacker, presently assisant media manager. 


G. H. P. Cigar Moves to Compton from Norman, Craig 
New York, Feb. 15—G. H. P. Cigar Co., manufacturer of El Producto, 
La Palina and Lovera cigars, has named Compton Advertising its 
agency (AA, Jan. 14). G. H. P., a Consolidated Cigar Co. subsidiary, was 
handled previously by Norman, Craig & Kummel. The account is cur- 
rently billing just over $1,000,000. 
(Additional News Flashes Continued on Page 83) 


today, following a two-day meet- | 


| Companion. His tenure as presi- 
| dent and board chairman of Crow- 
|ell-Collier ended today after 19 
months. 

| Speculation had it that Mr. 
Smith espoused a losing cause: 


| That he proposed that former em- 
| ployes of the magazines be given 


Paul Smith 


additional severance pay. A “tok- 
en” payment already has been 
made. But others on the board op- 
| (Continued on Page 79) 
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New U.S. Road Chief, Ex-Advocate 


of Outdoor Ad Curbs, Softens Views 


States’ Rights Aspect 
Affects Tallamy Position; 
Markham Defends OAAA 


WaAsHINGTON, Feb. 12—Leaders 
of the outdoor advertising indus- 
try met with top federal highway 
officials today in an effort to head 
off pressure for legislation which 


would prohibit the erection of | 


commercial signs along the 41,000 
miles of superhighways which are 
to be built in the next 13 years. 

A spokesman for the industry 
group, Harley B. Markham, chair- 
man of the Outdoor Advertising 
Assn. of America, took the position 
that federal action to bar outdoor 
ads would be economically un- 
sound, an invasion of states’ rights, 
and a misuse of federal funds “to 
create a federal monopoly of the 
right to do business along the high- 
ways.” 

Among the officials participating 
in the meeting were Commerce 
Under Secretary Louis S. Roths- 
child and Federal Highway Ad- 
ministrator Bertram D. Tallamy. 
They have promised to provide 
Congress with recommendations 
for the control of outdoor advertis- 
ing, but Mr. Tallamy has already 
indicated he would be opposed to 
any plan which involved invasion 
of states’ rights. 


s Mr. Markham told the govern- 
ment group that the outdoor in- 
dustry “freely concedes” the right 
of state and local governments to 
pass legislation affecting the erec- 
tion of advertising along the high- 


Bathing Gets Dull; 
Helena Rubinstein’s 
Ad Re-Glamorizes It 


New York, Feb. 13—In America, 
land of fine plumbing, familiarity 
with the bath has bred an apathy 
toward it, Helena Rubinstein Inc. 
has decided. Therefore the com- 
pany’s spring campaign for Moon- 
light Mist toiletries (everything 
from foam bath to perfume) aims 
at re-romanticizing the order of 
the bath. 

To do this, its agency—Hockaday 
Associates—says it has combined a 
bit of Rackham with Disney and 
Queen Mab. The result is a maga- 
zine campaign headlined, “Bathe 
in Moonlight Mist” and picturing 
a misty sylvan scene in which a 
blonde Venus is seen bathing in 
a golden tub, while inquisitive for- 
est creatures gather ‘round. 

“From the flowering forest, from 
the mist that rises from moonlit 
gardens comes the fragrance for 
the most enchanting bath on 
earth,” the copy explains. 

Ads will be color pages and b&w 
square quarters running on a scat- 
tered schedule in March, April and 
May in Charm, Glamour, Harper's 
Bazaar, Mademoiselle, Playbill, 
Park Avenue Social Review, The 
New Yorker and Vogue, as well as 
on railway posters. Ad blowups 
and hard-backed window display 
pieces are being sent to stores. 


s The company reportedly expects 
this “enchanted bath” promotion 
to be so successful that it is con- 
templating using the same ap- 
proach for all its fragrance adver- 
tising. 

Photographic props for the ad 
were not as romantic as the results. 
The Louis XIV tub was rented on 
Third Ave. Grass (real) came from 
a handy cemetery. Other flora and 
fauna came from the Museum of 
Natural History and a hedge in 
Connecticut. As for the misty 
moonlight, that was supplied by six 
ungainly smudgepots. « 


| ways, and he promised the indus- 
|try will support planning, zoning | 
and “reasonable regulation” at the| 
local level. 

Denying charges that outdoor 
boards tend to destroy the scenery 
and divert the attention of drivers, 
he said insurance statistics show 
outdoor ads are in no way re- 
sponsible for accidents. He noted 
that safety commissions have used 
billboards for years to sell safety. 

He contended the policy of the 
Outdoor Advertising Assn. is to 
build, operate and maintain out- | 
door advertising displays only in| 
areas which are appropriate for | 
business, commercial or industrial 
use. 

“Where these areas are traversed 
by limited access highways, prop- 
er land use continues to be the 

(Continued on Page 84) 


DRUGGISTS! If you cut out and display the 
ad below in your store, you may win 500! 
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Tell us how SLOAN’S relieved your pains! If we 
use your story in our ads, you win ‘100! 
Send your story together with your druggist mame and address to 
SLOAN'S CONTEST, DEPT 100, MORRIS PLAINS, NEW JERSEY 


CUT-OUT DISPLAY—Standard Labs 
Inc. is using an unusual ad as a 
store display piece in the Feb. 18 
issue of Drug Topics to back up its 
current newspaper advertising. 
Rockmore Co. is the agency. 


Rome, Feb. 12—Commercial tel- 
evision came to Italy last week. 

The Italian commercial tv fol- 
lows neither the American nor the 
British model—it has a horde of | 
restrictions all its own. It went 
on the air for the first time Sun- 
day, Feb. 3. 

Only four commercials are 
transmitted each day, all between 
8:50 p.m. and 9 p.m., seven days a 
week, over the government oper- 
ated network. No live commer- | 
cials are allowed, and the filmed 
commercials must all be the same 
length—2'% minutes’ duration. 

And only 20 seconds of the 
commercial can be devoted to 
selling. 

The remaining 1 minute and 
55 seconds can be devoted to any- 
thing the advertiser likes—pro- 
vided it is up-to-standard enter- 
tainment. 

But there is one big advantage. 
The commercials are screened 
between the big show of the even- 
ing and a news program—a peak 
viewing time. 

First commercial to go out over 
the network was an ad for Shell, 
produced by CPV Italiana, asso- 
ciate company of Colman, Prentis 
& Varley. 


s It was one of a series of seven 
featuring Giovanni Canestrini, 
Italy’s leading automobile jour- 
nalist, giving hints to drivers. An- 
other series of seven has been 
filmed by CPV in Rome for each 


Italy's TV Advertisers Bow with Total of 
80 Seconds Sell Time per Day; Cost $96,000 


Colgate-Palmolive group. 

Cost of transmission for each 
spot is 1,500,000 lira ($24,000). No 
agency commission is allowed. 
Agencies are left to negotiate 
their own charges with the cli- 
ents. 

Average audience is estimated 
at 3,000,000 with peaks of 7,000,- 
000 to 8,000,000 viewers. + 


Metal Paper Names Brex 

Charles J. Brex, formerly as- 
sistant company promotion man- 
ager of McGraw-Hill Publishing 
Co., has been appointed promotion 
manager of American Metal Mar- 
ket, New York, metal market dai- 
ly. This is a new position. 


Sloan's Liniment 
Display Is Distributed 
as ‘Drug Topics’ Ad 


New York, Feb. 12—For what it 
says is the first time in its history, 
the Feb. 18 issue of Drug Topics 
will carry a store display in the 
form of an ad and will distribute it 
to 55,000 druggists. 

The display, created by the 
Rockmore Co., for Sloan’s liniment, 


a product of Standard Labs Inc., | 


a subsidiary of Warner-Lambert 
Pharmaceutical Co., consists of two 
7x10” units, back-to-back. One 
side, the first page, is blank so that 
there will be no show-through 
when the advertisement is used as 
a display. However, the blank page 
has a notation urging druggists to 
cut out the ad on the back. The 
reverse side reproduces an ad from 
Sloan’s current newspaper cam- 
paign, offering consumers “$100 
for your experience with Sloan’s 
liniment.” 

Above this appears the incentive 
to the druggist to put up the dis- 
play: “Druggists! If you cut out 
and display the ad below in your 
store, you may win $500. Cash in 
on Sloan’s national advertising. . . 
right in your store! Just display 
the Sloan’s ad. Your customers will 
see it... and send in their Sloan’s 
experiences, together with your 
name. If we select one of their 
stories for our advertising, the cus- 
tomer gets $100 .. . and you get 
$500. Put up the poster below... 
and get in on the big payoff.” 


® This device of a trade ad dou- 
bling as a store display, the agency 
Says, is a swift way to distribute 
point of purchase material to drug- 
gists all over the country, while 
at the same time dramatizing the 
national advertising of Sloan’s lin- 
iment. 

The newspaper ads are running 
in several hundred newspapers. e 


Ads Must Sell Goods, Not Just Push 
Deals, Offers, Displays, Says Brophy 


K&E Chairman Surveys 
Ad Field as Industry 
Observes ‘57 Ad Week 


(Pictures on Page 56) 

New York, Feb. 13—This week 
is Advertising Week, and Thomas 
D’Arcy Brophy, chairman of Ken- 
yon & Eckhardt and chairman of 
the observance, pointed out some 
of the facets of advertising in a 
statement: 

Advertising, he said, (1) makes 
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Helena Rubinstein 
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ein MOONLIGHT MIST 


MOONSTRUCK 
—Helena Rubin- 
stein Inc. will run 
this color page 
and a b&w varia- 
tion of it in eight 
magazines this 
spring to “en- 
chant” custom- 
ers into bathing 
in Moonlight 
Mist. Hockaday 


Associates, New 
York, is the agen- 
cy. 


|increases company profits, (4) in- 
|creases company security. In addi- 
tion, he said, our productive econ- 
omy needs advertising to speed 
consumption. 

Mr. Brophy stressed the sales ef- 
fectiveness of advertising, and he 
pointed with alarm to a tendency 
to deprecate advertising as a seller 
of goods. 
| “One of the dangers I see today 
... is the misuse of advertising .. . 
|of the disuse of advertising. . . It is 
not enough to use advertising sim- 


of two products of the Italian jobs, (2) reduces selling costs, (3) | ply to promote premium offers and 


|consumer deals and to bring about 

better store displays. If the role of 
l obvestiding in selling is limited 
to that, it is a poor role indeed. 
Advertising should sell goods, and 
good advertising does it,” he said. 
| Pointing to the myth of brand 
loyalty, he emphasized that “the 
|problem of maintaining and in- 
|creasing customer patronage is a 
| constant, unrelenting one.” 


| s He noted that Dun & Bradstreet 
| has studied the performance of in- 
| dividual enterprises in 32 types of 
|industry and found that those with 
(Continued on Page 41) 
Kozier Joins Acme as S.M. 
Walter Kozier, formerly in the 
| display advertising department of 
|the Times-Herald, Vallejo, Cal., 
|has been named sales manager of 
|Acme Advertising Co., Vallejo 
outdoor advertising company. 


Two Elected to Four A's 

| Bradley Lane Advertising Agen- 
cy, Denver, and Robert Acomb 
Inc., Cincinnati, have been elected 
|}to membership in the American 
| Assn. of Advertising Agencies. 


Advertising Age, February 18, 1957 


Callos Is New 
KVPD President 


McGinnis Steps into 
Chairmanship as Birch 
Enters Semi-Retirement 


MILWAUKEE, Feb. 13—Frank V. 
| Birch, chairman of the board of 
Klau-Van Pietersom-Dunlap, to- 
day stepped down from that post 
at his own request. 

Directors of the agency then 
named Alan R. McGinnis, presi- 
dent and treasurer, to take over 
as board chairman. George J. Cal- 
los, formerly exec vp and general 


A. R. McGinnis 


George J. Callos 


manager, becomes the new presi- 
| dent of the agency. 

Four new directors also were 
named by the board to fill vacan- 
cies which have accumulated over 
a period of years. They are Donald 
D. Dilworth, Burton E. Hotvedt, 
Frank H. Kouba and Monte San- 
ders. 

Louis A. Panella was reelected 
secretary of the corporation, and 
Mr. McGinnis will continue “$s 
treasurer. 


® Mr. Birch, who is 61, asked to 
be relieved of his heavy manage- 
ment duties in order to devote 
more time to certain agency proj- 
ects, to outside civic and fraternal 
activities and to closer supervision 
of real estate interests in the Flor- 
ida keys. He will remain active 
on the agency staff as chairman 
of special projects. 

In a joint statement after their 
election, Messrs. McGinnis and 
Callos said Mr. Birch’s new duties 
“are most important to the future 
planning and growth of the agen- 
cy and will be in an area where 
his background and experience 


can be an invaluable aid.” 
Mr. Birch became president of 
the agency in 


1951 and board 
chairman in 1955. 
Mr. McGinnis be- 
came president in 


1955, succeeding 
Mr. Birch. 
KVPD’s_ vol- 


ume of business 
last year topped 
1955’s by 28%; 
56 was the larg- 
est year in vol- 
ume of business 


Frank Birch handled in the 
agency’s history, Mr. McGinnis 
told stockholders. He predicted 


that 1957, the agency’s golden an- 
niversary year, also would be good. 


Adolph’s Sets Color Drive 

Adolph’s Ltd., Burbank, Cal., 
will use newspaper supplements 
and magazines for its meat ten- 
derizer in 1957. Full color ads will 
run in The American Weekly and 
Metro Sunday Magazine Network. 
Consumer magazines scheduled 
include Good Housekeeping, Mod- 
ern Romances and True Story. 
McCann-Erickson, Los Angeles, is 
the agency. 


Frank Crane Joins KPOP 

Frank Crane, who resigned as 
president of Southern California 
Broadcasters Assn., has joined 
KPOP, Los Angeles, as director 
of national sales and merchandis- 
ing. Mr. Crane had been with the 
broadcaster group since 1954. He 
will continue as a consultant with 
the association. 
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Advertising Age, February 18, 1957 


FC&B’s Stern 


Hits Newspapers’ 
No-Discount Rule 


Mapison, Wis., Feb. 12—Edward | 
M. Stern, manager of the media | 


department, Foote, Cone & Beld- 


ing, Chicago, believes newspapers | 


are foolish for failing to give fre- 
quency and volume discounts to 
national advertisers. 

Many media people “are mysti- 
fied at the double standard policy 
that seems to be the pattern for 
the great majority of newspa- 
pers,” Mr. Stern said in a talk 
before an advertising seminar at 
the University of Wisconsin’s an- 
nual journalism institute. 


“Almost without exception, 
newspapers allow sizable dis- 
counts on large volume r.o.p. 


space contracts placed by local 
advertisers,” he said. “But, how 
about the national advertiser who 
places r.o.p. schedules? 

“For the most part, he can’t 
earn a nickel’s discount, no mat- 
ter how large his ads are or how 
frequently they appear. Out of 


about 1,600 newspapers, there are | 


only about 50 or so that offer any 
kind of r.o.p. b&w discount. 

“Most dailies with Sunday 
magazine or comics supplements 
allow discounts for these sections. 
Recently, at the suggestion of one 
large food advertiser, some news- 
papers began offering frequency 
discounts for r.o.p. four-color 
pages. But r.o.p. b&w space basi- 
cally remains at one flat rate to 
all.” 


= Mr. Stern asserted that this did 
not appear to be fair nor good 
business, since newspapers are 
competing with other advertising 
media that allow substantial dis- 
counts for volume and frequency. 
He cited discounts given by 
American Weekly, Look and This 
Week Magazine as examples. 
“Often I hear newspapers com- 
plain that some blue chip adver- 
tisers use them today only for 
new product introductions and 
one-shot promotions,” Mr. Stern 
said. “Why not offer some incen- 
tive to advertisers that would en- 
courage them to run regular year- 
around sustaining campaigns? 
“Why not provide really worth 
(Continued on Page 44) 


MOUSEKETEERS—Here are Roy Williams, Jimmie Dodd and mouse- 
eared friends. 


WasHINGTON, Feb. 14—Charles 
M. White contributed $11,350 to the | 
Republican cause last fall, but he| 
was not the Charles M. White of | 
Campbell-Ewald, Washington, as | 
reported by the House subcommit- | 
tee on privileges and elections 
(AA, Feb. 4). 


Business Papers 
Score 6.6% Gain in 
January, ‘IM’ Says 


Cuicaco, Feb. 14—Business pub- 
lications are off to a good start 
in 1957, Industrial Marketing’s 
monthly tabulation of business pa- 
per advertising volume shows. 

Business papers as a_ whole 
gained 6.6% in number of pages of 
advertising in January, 1957, over 
January, 1956, the February issue 
of IM reports. 

Export publications showed the 
biggest percentage gain—14.7%, on 
an increase of 178 pages. Class 
publications had an increase of 256 
pages, for a 9.2% gain, and indus- 
trial publications were up 2,049 
pages, an 8.6% increase. Product 
news publications were up 8% 

Only trade publications had a 
lower advertising volume for Jan- 
uary, 1957, compared with a year 
ago, 1M reports. The trade papers 
were 107 pages under the January, 
1956, ad volume, for a loss of 1.9%. 


Naegele Merges Operations in Eight 
Cities; Forms Continental Outdoor 


MINNEAPOLIS, Feb. 12—Eight 
outdoor advertising companies in 
as many midwestern cities have 
combined to form Continental Out- 
door Advertising Co. to coordinate 
their sales operations and create a 
single sales office to sell space on 
a network basis. 

Involved in the merger are Nae- 
gele Advertising Co., 
Wis.; Naegele Advertising Co., 
coln, Neb.; Naegele Advertising 
Co., Leavenworth, Kan.; 
Advertising Co. of the Twin Cities, 
Minneapolis; Cream City 
Advertising Co., Milwaukee; 


Fresco Advertising Co., St. Louis; 


Western Outdoor Advertising Co.,| 


Wichita, Kan., and Swanson-Nunn 
Signs, Evansville, Ind. 

As of Feb. 1 all of these compa- 
nies began operating under the 
name Naegele Outdoor Advertising 
Co. except Swanson-Nunn, which 
has become Naegele Advertising 
Co. of Indiana. National sales of- 
fice of the network is in Milwau- 
kee. 

Continental Outdoor Advertising 
Co. serves as a holding company 
and coordinating office for the 


whole operation. Its offices in Min-' gele. 


Madison, | 
Lin-| 


Naegele | 


Outdoor | 
Al} 


neapolis are the home offices of all 
eight companies. 


® Officers of Continental Outdoor 
are R. O. Naegele, board chairman 
of Naegele Outdoor Advertising 
Co., chairman of the board; A. P. 
Buetow, vp of Naegele Advertising 


C. E. Burkhart 


R. O. Naegele 


Co. of Indiana, president and treas- 
urer; and C. E. Burkhart, president 
of Naegele Advertising Co. of Wis- 
consin (formerly Cream City Out- 
door Advertising Co.), exec vp. 

In addition to facilitating net- 
work space sales, the merger is 
also expected to result in more 
effective merchandising follow-up 
on sales, according to Mr. Nae- 
e. 


He was Charles M. White, presi- | 
| tising business. 


Advertiser White, Not Adman Namesake, 
Turns Out to Be Big Political Spender 


ident of Republic Steel, Cleveland. 

This case of mistaken identity 
was nailed down this week when 
ADVERTISING AGE set out to find the 
| mysterious Mr. White who, if he 
had turned out to be an adman, 
| would have been the most generous 
—by a considerable margin—of all 
political contributors in the adver- 
His closest com- 
petitor (among advertising men) 
was Henry Flower, vp of J. Walter 
Thompson Co., who gave a com- 
paratively modest $2,500. 

The mystery originally was that 
at the time the House committee’s 
data were released, late on a Fri- 
day, no one at Campbell-Ewald, 
Chicago, could be found who had 
even so much as heard of Mr. 
White. (The agency’s eastern of- 
fices had closed for the day.) 


8 This week, at Campbell-Ewald’s 
offices here, John Lowden, the 
manager, told AA that the agency 
had had a Charles M. White, but 
not since September, 1955, when he 
left to join Kenyon & Eckhardt in 
Detroit. 

In Detroit, Mr. White, an account 
executive on the Ford account (in- 
stitutional) at K&E, expressed as- 
tonishment at his new-found dis- 
tinction as advertising’s most gen- 
erous contributor. (He said he con- 
sidered his contribution very mod- 
est—well under the $500 minimum 
the House committee was using.) 
He said he thought maybe the con- 
gressmen had confused his name 
with that of his famed steelmaking 
namesake. 

This turned out to be a correct 
surmise, as staff personnel of the 
House subcommittee subsequently 
confessed. Elsewhere in the volum- 
inous committee report—among 
steel executives—Republic Steel’s 
Charles M. White is listed—again 
for a gift of $11,350 to the Repub- 
lican campaign. 


® The subcommittee staff mem- 
bers believe the error occurred be- 
cause part of the steel executive’s 
gift was reported as “C. M. White, 
Washington.” Committee clerks, 


«| checking Standard & Poor Direc- 


tories for “C. M. White, Washing- 
ton,” turned up Charles M. White 
of Campbell-Ewald, Washington. 
Although Charles M. White, for- 
merly of C-E, now of K&E, was 
called in by his boss to discuss the 
situation, there probably is no 
danger of a complaint from the 
client. According to the subcom- 
mittee report, officers and direc- 
tors of Ford Motor Co. made cam- 
paign contributions totalling $35,- 
000—all of it to the Republicans. e 


Falstaff Plans 50% Increase 
Falstaff Brewing Corp., San 
Francisco, will increase produc- 
tion of its San Jose plant by 50% 
in 1957. William Knapp, resident 
manager, said Falstaff also will 
enter the Los Angeles and San 
Diego market areas on April 1. 


‘The Thrill Is Gone,’ Says Welch's Manoff... 


Kiddy Favorites Lose 
to ‘Family’ TV Shows 


Diagnosis: Too Few 
Advertisers; Too High 
Cost; ‘Jaded’ Youngsters 


By Maurine Christopher 

New York, Feb. 14—Time was 
when a tv performer who could 
play Pied Piper to the kids could 
take his pick of network sponsors. 

If the small fry liked him 
enough to give him a solid rating, 
that was sufficient for advertisers. 

But no more. Even the powerful 
“Mickey Mouse Club” (ABC), 
which draws the biggest audience 
of any daytime network show, is 
having sponsor trouble and will be 
cut back to 30 minutes in April. 
“Captain Kangaroo” (CBS) has 
been doing fairly well in the rat- 
ings, but it still has big sustaining 
stretches. 

Taking its cue from departing 
sponsors, NBC, which used to de- 
vote the most time to children’s 


National Guard 
Invites Agencies 


to Vie for Account 


WASHINGTON, Feb. 12—The Na- 
tional Guard Bureau announced 
today that an open competition is 
scheduled for the National Guard 
advertising and public relations 
account for the next fiscal year. 

The account, which involves 
about $300,000, has been held by 
Robert W. Orr Associates, New 
York, since July 1, 1955. The new 
contract is to be for one year, with 
option of renewal. 

Much of the emphasis in the 
account is on the production of 
material, including graphics and 
radio-ty programming, to support 
recruiting efforts of the Guard. In- 
formation on the account is avail- 
able to agencies writing: Con- 
tracting Officer, National Guard 
Bureau, Washington 25, D.C. A 
briefing is scheduled at the Penta- 
gon March 1. 


® Meanwhile Feb. 15 was the 
deadline for agencies to indicate 
intention to compete for the Army 
recruiting campaign, which is also 
open for competition this spring. e 


Pear Ginger Cake 


+ An upside down gingerbread you mabe 
with canned Bartlet? pears 


PEARS PLUS—This color page, sched- 
uled for Everywoman’s Magazine, 
Family Circle, Western Family and 
| Woman's Day in April, is a joint 
|promotion by the Pacific Coast 
Canned Pear Service and Pillsbury 
| Mills. Pacific National Advertising 
Agency, Seattle, is the pear agency. 
The ad was placed by Leo Burnett 
Co., Chicago, the gingerbread mix 


agency. 


| programming of any network, gave 
|}up on Miss Frances, Pinky Lee and 


the Monday-through-Friday 
“Howdy Doody.” 


® In the early days of television, 
everybody had a favorite story 
about the terrific impact of tv on 
children. Youngsters were insist- 
ing on the brands they saw adver- 
tised on “Howdy Doody” and 
“Hopalong Cassidy” shows almost 
as soon as they could talk. Mothers 
complained but acquiesced, as their 
offspring went on shopping binges 
in the supermarkets. 

Premium offers—of almost any- 
thing—to small video fans, went 
faster than Elvis Presley records do 
now. And youngsters cajoled their 
parents into buying tons of assort- 
ed items, ranging from “Howdy 
Doody” sweat shirts to Pinky Lee 
hats. 

If you listened to enough of these 
heady success stories, you could 
almost believe that the shopping 
responsibility had been completely 
usurped by the children. It is now 
difficult to say how much of this 
was fact and how much legend. 


® There is, however, no denying 
that some of television’s biggest 


(Continued on Page 45) 


Toni Reactivates 
Twins in Britain; 
Kratt's Whip Bows 


Lonpon, Feb. 12—The Toni 
twins have returned to Britain 
after a three-year absence. 

A new Toni home wave cam- 
paign featuring the twins is being 
launched by Foote, Cone & Beld- 
ing via color and b&w ads in na- 
tional newspapers and magazines, 
plus commercial television spots. 

The “Which twin has the 
Toni?” campaign arrived here in 
1948. It was dropped in 1954, 
when the sales effort was put be- 
hind the Toni trio, with its three 
kits, each for a different type of 
hair. 

Now that the kits have been es- 
tablished on the market, the twins 
are returning. 


® Another U. S.-owned company, 
Kraft Foods Ltd., is getting set to 
introduce Kraft Miracle Whip 
salad dressing in Britain. The 
debut is set for the summer 
months. 

Teaser ads announcing the new 
product are now appearing in 
grocery publications. The ads re- 
port that the product was a “sen- 


sation” in America. J. Walter 
Thompson Co. is handling. ° 
Stores Succeed in 
Spite of Their Ads, 
NYU Dean Charges 
ATLANTIC CiTy, Feb. 12—Most 


retail stores survive in spite of 
their advertising, according to Dr. 
Charles M. Edwards Jr., dean of 
New York University’s school of 
retailing. 

That’s what he told the National 
Assn. of Clothiers & Furnishers 
here today. 

“On the average,” Dr. Edwards 
said, “probably at least 50 per cent 
of all retail advertising that is ex- 
pected to produce immediate sales 
fails to yield a reasonable return. 
This,” he said, “is a disturbing and 
unnecessary situation.” 

Noting that retail advertising 

(Continued on Page 81) 
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Coupon Raids Cause 
‘Life’ User to Ask 
for’ Adjustment’ 


(Continued from Page 1) 
letter by Ray Applegate, agency 


president, asked the magazine to) 


make a thorough investigation of 
exactly how many copies were 
“taken out of circulation” by the 
grocers’ uprising. The advertiser’s 
theory is that the newsstand raid- 
ers were taking copies from nor- 
mal newsstand purchasers who 
would have been interested in the 
whole issue, not just the Swift 
coupons. 

The agency said it and its client 
checked 27 cities soon after the Jan. 
28 Life went on sale and found the 
magazines sold out at most news- 
stands. 


s According to the agency Life 
has agreed to make an investiga- 
tion and submit a full report to 
North American. Noting that Life’s 
newsstand circulation is close to 
20% of the total, an official spec- 
ulated that the client might ask a 
rebate of “anywhere from 1% to 
20%” of the ad’s cost. 

Life replied last night in a letter 
in which it is understood to have 
said it will not make any “adjust- 
ment” to advertisers in the Jan. 28 
issue. Its reasoning was similar to 
that embodied in a statement is-| 


convinced that the Swift ad did not 


| Sued earlier by Arthur Murphy, | 
| general manager of Life. 

“In some areas, there were evi- 
dences of the buying of multiple 
copies. We regret very much that 
in some cases this inconvenienced 
newsstand buyers of the magazine. 
However, we believe that Life’s 
last-minute cover switch and full 
coverage of the late-breaking story 
of the around-the-world flight of 
B-52s was the important factor in 
the newsstand sale that week. 

“With the results now in, we are 


Home 1 ym cae ale She mae oe 


affect the total circulation of Life | 
to any great extent.” | Quick—Here is the new package for | 
@ The magazine also said it haa | Malt- -O-Meal Co.'s instant cereal | 
received no complaints from ad-| “hich replaces the company’s 3- 
vertisers other than North Ameri- | ™éute variety. The product will 
san. However, a check by Apver-|6e promoted on children’s shows. 

Tistinc Ace found one other adver- | Campbell-Mithun, Minneapolis, is 
tiser, a New York company, which the agency. 

also had a spread in the issue and | 
which had “discussed the situation 
with Life in some detail.” 


ager added that “we are not taking | thing in a big coupon promotion.” 
issue until we have something to) And a couple took the position of 
take issue about.” |Martin Zitz, president of Henri, 
AA checked close to a dozen| Hurst & McDonald, Chicago, which | 
other advertisers and agencies | had two spreads in the issue. 
which had large-space ads in the! Mr. Zitz acknowledged that there 
same issue and found no similar | might have been some “wastage” 
reaction. Most of those queried | because of the dealer raids. “But in 
took Life’s position—that raiding| general our people feel that the 
by retailers could not be big| Swift ad was a help to us rather 


enough to affect materially the| than a hindrance. It focused atten- | 
magazine’s total circulation. | tion on that issue.’ 


He’s YOUR best salesman in the 


WTVD-—the No. 1 station for the Durham-Raleigh 


Market. 


How good a salesman is he? Why, every day he 
calls on over 70°, of all the homes in the Durham- 
Raleigh market—more than any other station. 


Tar Heel State— 


No 


other SINGLE medium in the market can offer you 


such dominant coverage. 


And do they like him? 


Durham-Raleigh market in three 


quarter hours—both Class A and B time. 


ARB says they love him. 
Every rating taken in the market continually proves 
this fact—WTVD leads all other stations in the 


out of every four 


CHANNEL ELEVEN 
ABC for Durham-Raleigh 


So if you're buying Durham-Raleigh—and who can 
overlook a market with $2.1 BILLION in buying 
power-—call on the Man with the Black Tar Heels. 


Your Petry man will introduce you. 


Call Edward PETRY & CO. 


about this must buy in NORTH CAROLINA 


Most of them felt also that “you 
The company’s advertising man- | |just have to expect that sort of 


q Benton Asserts 


| 


| Benton & Bowles, 
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Highlights of This Week's Issue 


Ads must sell, not just push special offers, | 
Thomas D’Arcy Brophy says ........Page 2 


Italy gets commercial television—10 min- | 


o 


utes worth ........ ...Page 
Highway Chief ‘Tallamy | “softens view | 
toward Outdoor ads ..........ccccccceceee Page 2 
Helena Rubinstein’s new toiletries ‘“‘re- 
romanticizes” bathing 
Calles is new head of Klau-Van Pieter- 
som-Dunlap 
The Toni twins return to Britain after a) 
three-year absence 
Naegele merges its outdoor operations in | 
EE GIRS  eiptidliceeesctintnmnesccensnitocaiesinscass Page 3 
Adman White, it turns out, was not that 
generous political fund donator ....Page 3 
| Business papers had 6.6% gain in January, 
Industrial Marketing reveals 
National Guard invites agencies to bid for 
its account .... Page 3 
Kids’ tv shows lose out to family-style tv 
GID cntetrenitpensepttnnntattantip nance’ 
FC&B’s Stern says newspapers are foolish 
for not giving national advertisers dis- 
counts 
Montgomery Ward, FC&B end 22 years of 
agency-client relation 
Britons get their first glimpse of color tv, 
but that’s all for a while ............Page 16 
Dagens Nyheter, Sweden's largest news- 
paper, is ad success in ad-shy Eu- 
rope Page 18 
Doctor in Paris says he's found cancer- 
producing agen’ in cigarets ........Page 22 
Manufacturers, not supermarkets, must 
create product demand, grocer 
says Page 26 
| Thompson-Koch gets d-Con account from 
Sterling Drug ooo Page 80 


Judge ferbids Providence paper to 
report “extra” facts on murder 
ee ee Page 30 

Senotone schedules new ad drive Page 33 

There is now a “mad” market for 
execs, American Management Assn. 
ee a a Page 36 


BBC to reduce broadcasts, commercial ra- 
dio interests rumored to be campaign- 
ee FTG Page 37 

Namm- Leeser, Brooklyn department store, 
folds; discount houses, shopping centers 


blamed .......... a 
Touring Yanks will not be rationed 
on gasoline, British travel chief 
IG: sconiiccsciitinscepinishiiasinndaterduiadatalanatl Page 54 
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Nets Obstructing 
Pay TV, William 


New York, Feb. 13—William 
Benton, one of the founders of 
charged the 
networks with obstructing sub- | 
scription television in the U. S.| 

In an interview with Mike 
Wallace on “Night Beat,” on 
WABD, Mr. Benton in answer to 


Mr. Wallace’s question whether | 
the networks exerted pressure | 
against subscription _ television, 


said “There is absolutely no ques- 
tion about it.” 

“I’m not sympathetic with the| 
networks’ reservations on this | 
score. I wish the FCC had more 
nerve and would stand up and be 
counted. Of all the ridiculous rul- 
ings of the FCC the worst thing | 
is they won’t permit the great | 
universities to use subscription 
television. 


s “I trust the trustees of Colum- 
bia University as much as I trust | 
the trustees of the Radio Corp. of 
America. And if the trustees of 
Columbia University want to offer 
a course for Fees by Television, 
I think they are entitled to do it.” 

Mr. Benton said he felt sub- 
scription radio and _ television 
would be commercially profitable. 
He said that back in 1943 and} 
1944, before he went with the | 


| State Department, he had wanted | 


to buy three fm stations which | 
would offer subscription radio} 
with no commercials. 

The whole idea was dropped, he 
said, after he went in to govern-| 
ment service because it would not 
have been a good idea to “coop- 
erate publicly” and “fight private- 
ly.” 


Campbell-Mithun Names 
Macdonald, Brand VPs 

Campbell-Mithun, Chicago, has 
appointed Arch Macdonald and 
Perry Brand vps. Mr. Macdonald, 
creative director, joined the agen- 
cy a year ago from John W. Shaw 
Advertising, where he was vp and 
creative director. He also had been 
with Leo Burnett Co. for many | 
years. 

Mr. Brand, account supervisor 


|sales volume during the deal, 


Trade Deals Are 
Mixed Blessing, 
Weiss Study Finds 


(Continued from Page 1) 
after the deal are compared with 
“it 
is found that the trade deal has 
not added enough real volume to 
justify its costs.” 

“But the one element that can- 
not be weighed is: What would 
have happened to our volume; to 
our trade position; to our costs— 
if we had not had a trade deal?” 
he points out. 

“Between 1946-50, the trade 
deal—in all its innumerable mani- 
festations—hit a low point in de- 
gree of usage. When the seller sits 
in the saddle—the trade deal 
tends to be kept in his saddle bag! 


=» “The more competition—the 
more trade deals. And the more 
bitter competition becomes—the 


more frenzied trade deals become. 

“Also, the stronger the trade 
outlets become, the greater the 
purchasing power of the trade 
(and the more sophisticated the 
trade becomes) [and] the more 
powerful becomes the lever the 
trade applies to pry deals from the 


| manufacturer. All trade deals do 


not originate with the manufac- 
turer!” 

Some of the titles of the vari- 
ous sections in Mr. Weiss’ study 
are “Grab-Bag of Trade Deal Ide- 
as,” “A Deal to Introduce a New 
Item,” “Getting the Trade to Keep 
a Balanced Inventory,” “Free 
Merchandise for Salespeople,” 
“The Merchandising Arithmetic of 
Trade Deals,” “The Role of Pro- 
motional Material in the Trade 
Deal,” “Trade Name-Listing in 
Consumer Advertising,” “How to 
Convince the Trade on Deal Econ- 
omies,” “How to Allow Allowanc- 
es” and “Inducing the Trade to 
Re-Stock After a Peak Period.” 


s “So far as we know,” Mr. Weiss 
notes, “this is the most compre- 
hensive coverage of trade deals 
that has been made. Its objective, 
basically, is to furnish the mer- 
chandiser with a sizable reservoir 
of ideas, angles, slants on the trade 
deal into which to dip when evolv- 
ing a trade deal.” 

This is the third of Mr. Weiss’ 


on Morrell meats and Red Heart| studies to be published by Doyle 
dog food and executive secretary | Dane Bernbach Inc. The other two 
of the plans board, joined the| were “Winning Chain Store Dis- 
agency in December, 1955. He for-| tribution for New Products” and 
merly was a vp of Henri, Hurst & | |“The Coming Electronic Commu- 
McDonald. nications Revolution.” 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 
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**The book’’ works overtime, too: 9,400,000 BH&G during the year... 
readers recently referred to one or more back issues from 
4 to 12 months old. Almost 4 million looked at back issue 
ads or articles on home furnishings; more than 2 million 1 


a 
at ads on homemaking practices or management. of America 
*15,500,000 people read an average issue of BH&G. One- 
third of the 123,800,000 people in the U.S. 10 years of 
age or older read one or more of every twelve issues. 


That’s 44,150,000 readers of Better Homes and Gardens re ads Better Homes & Gardens ! 
—and over 40% of them are men! Meredith Publishing 
Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Martha Crane Named 
Woman of Distinction 
by Chicago Adwomen 


Cuicaco, Feb. 12—The Women’s 
Advertising Club of Chicago last 
night presented Martha Crane, 
WLS radio personality, with its 
Woman of Distinction award for 
1957. The presentation climaxed 
the club’s seventh annual Distinc- 
tion series, held to raise funds for 
journalism scholarships. 

For 28 years, Martha Crane 
(Mrs. Raymond L. Caris) has 
written, produced and broadcast 
the oldest continuous woman’s 
daily radio program in the U.S.— 
which she also created. 

After obtaining her graduate 


|journalism degree from Medill 
| school of journalism, Northwestern 
University, Miss Crane accom- 
panied a Medill study group to 
Europe. On returning to Chicago, 
she took a temporary job with 
Prairie Farmer Publishing Co., 
which had just purchased WLS 
from Sears, Roebuck & Co. Her 
“temporary” position extended into 
a 28-year career in broadcasting. 

Martha Crane is central area vp 
of American Women in Radio & 
Television, a member of the 
group’s national board and presi- 
dent of the Chicago chapter. She 
also is a member of the Publicity 
Club of Chicago and Theta Sigma 
Phi, women’s honorary journalism 
fraternity. 

She was selected from nominees 


submitted by more than 100 Chica- 


go area clubs. Judges included 
Charles W. Hanson, western man- 
ager of Life; Thomas H. Knorr, di- 
rector of the State Street Council, 
and George D. Culler, head of the 
museum department of education, 
Art Institute of Chicago. * 


E. W. Reynolds Boosts Elvin, 
Tougas: Names Four 

E. W. Reynolds Ltd., Canadian 
agency, has appointed Robert C. 
Elvin manager of its Montreal of- 
fice. A vp of the agency, Mr. Elvin 
formerly supervised food, consum- 
er goods, financial and industrial 
accounts in the Toronto office. 
Reynolds has promoted Jean M. 
Tougas, with the agency three 
years, to director of French serv- 
ices. 

Reynolds also has appointed four 


persons to its staff. They are Ross 
Robertson, formerly with Procter 
& Gamble Co. and the John Doher- 
ty organization in Ottawa, account 
executive in Toronto handling the 
cereals division of General Mills 
Ltd.; Mrs. Lois Thomas, home 
economist in the new Reynolds 
Home Centre; Ethel Leslie, media 
space buyer, and Angus Simpson, 
production manager. 


Luotto Joins Emil Mogul 

Andre Luotto, for the past four 
years head of his own television 
and motion picture production 
company, has joined Emil Mogul 
& Co., New York, as director of its 
foreign language department. From 
1933 to 1952, Mr. Luotto operated 
an advertising agency in New York 
under his own name. 


San Franciscaws we sotd on KRON-TV 


BUGS BUNNY 
PRESENTS 
Mon.-Fri. 5:45-6:20 
AVAILABLE 


S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD 
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Ward, FC&B 
End Relationship 


Parting After 22 Years 
Is Amicable; Account 
Called Slight in Billings 


CuicaGo, Feb. 12—Montgomery 
Ward & Co. and Foote, Cone & 
Belding have quietly terminated 
an agency-client relationship that 
dates back some 22 years to the 
Albert Lasker-Lord & Thomas era. 

The longtime association ended 
officially Jan. 1 by mutual agree- 
ment. Officials of both the mail or- 
der company and the agency 
agreed that the parting was an 
amiable one, with no conflicts in- 
volved. The parting was not an- 
nounced officially. 

“Ward is a local advertiser, and 
our agency is geared to national 
advertising,” said Fairfax Cone, 
president of FC&B. “We recom- 
mended that the company not use 
national advertising; that it con- 
centrate its efforts in local adver- 
tising. 

“Last year when Ward went into 
spot television, FC&B was in the 
business of making spot tv com- 
mercials for a fee. We felt it was 
not our kind of business, and Ward 
officials agreed with us. Ward was 
never really an account; it was just 
an association,” Mr. Cone said. 


® Ward has done little or no na- 
tional advertising during the 22- 
year period. In 1955, FC&B’s bill- 
ings on the account were $25,000. 
Last year, when Ward invested 
$18,000,000 in advertising, the 
agency billed $300,000. 

The billings came from magazine 
ads—the first time Ward had used 
the medium to advertise specific 
products for many years (AA, 
March 5, ’56). 

A Ward spokesman told ADVER- 
TISING AGE that the company’s 
needs in the national advertising 
field were small and that it might 
be some years before they would 
increase. 

“We definitely are not looking 
for an agency, nor will we hire 
one to replace Foote, Cone & Bel- 
ding,” the spokesman said. “We 
have a large staff of our own peo- 
ple who will handle all our adver- 
tising needs, including placement 
and production. With the kind of 
advertising we do, an agency is 
not needed.” 


® The spokesman said that Ward 
ran eight magazine ads last year 
and probably would run fewer 
than eight this year. No other na- 
tional advertising is planned, he 
said. The company will continue 
to use spot tv on a local basis in 
selected markets, he added. 
When Emerson Foote, Mr. Cone 
and Don Belding bought the old 
Lord & Thomas agency in 1943, 
Ward was one of the accounts that 
was inherited. Albert D. Lasker, 
who owned Lord & Thomas, and 
Sewell Avery, former Ward board 
chairman, were close friends. + 


Friend-Reiss Adds Altec 
Service; Names Muhleman 
Friend-Reiss Advertising, New 
York, has been appointed to handle 
advertising for Altec Service Corp., 
Los Angeles, servicer of motion 
picture theater equipment and in- 
dustrial electronic devices. Friend- 
Reiss handled the account, which 
moves from Dan B. Miner Co., Los 
Angeles, from 1948 to 1952. 
Friend-Reiss has appointed M. L. 
(Bud) Muhleman to its staff. Mr. 
Muhleman formerly handled tech- 
nical accounts for J. Walter 
Thompson Co. and was assistant 


publisher of Electronic Equipment. 
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“We must reach and 


influence every factor 
in the buying decision” 


says D. D. Hunting, 


Vice President and Sales Manager 


STEELCASE INC 


‘We believe that the most efficient, best 
looking offices are planned as an integral 
part of the building. Because of this we try 
to get early and active co-operation of every- 
body concerned with the buying decision — 
even before the building itself is designed!” 


*HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a personal interview study 
made among leading building product sales 
directors and distributors. Write for your copy: 
Market Research M . Architectural Forum, 
9 Rockefeller Plaza, New York 20, New York. 


“To ensure the best results from our 
modular system of design, the owner's de- 
cision to install Steelcase furniture must be 
enthusiastically supported by the architect, 
design engineer and, in many cases, the 
general contractor. So we must reach and 


“We get strong selling assistance from our 
advertising in Forum. In fact, Forum is our 
primary book in the architectural-building 
field because—and we have learned this from 
experience—ForuM reaches and influences de- 
cision-making factors most important to us.” 


influence every factor in the buying decision.” 


David Hunting of Steelcase, a stand-out sales 
director in every way, has one thing in common 
with every other successful building product 
salesman. He knows that effective selling in the 
building field is the direct result of selling the 
entire building team.* That is why effective 
building product sales require the constant sup- 
port of an advertising campaign in Architectural 
ForuM. More than any other magazine FoRUM 
delivers the highest concentration of building 
team members: not only architects, engineers 
and contractors but also decision-making clients- 
who are actively engaged in building new build- 
ings, maintaining and modernizing old buildings. 


Architectural Forum/the magazine of building / published by TIME INC. 
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Goldenson 


O'Brian 


Treyz 


ACTION—Leonard H. Goldenson, president of American Broadcasting- 

Paramount Theaters; Oliver Treyz, vp in charge of the ABC televi- 

sion network, and Hugh O’Brian, ABC-TV’s “Wyatt Earp,” perform 
for the still camera during ABC's presentation on Feb. 13. 


ABC-TV Says It's 
Now No. 2 Net 
-in Some Ways 


Presentation to Exec 
Marks 4th Birthday of 
Merger with Paramount 


New York, Feb. 14—The Amer- 
ican Broadcasting Co. this week 
proclaimed itself the No. 2 night- 
time tv network in several cate- 
gories of rating and cost competi- 
tion in a slick presentation staged 
before a full house of ad execu- 
tives and agency men and affili- 
ates. 

Timed to coincide with the 
fourth anniversary of the merger 
of ABC with United Paramount 
Theaters, the color Cellomatic 
presentation dramatized the rapid 
strides the country’s third-gross- 
ing network has made since the 
FCC okayed the marriage with 
UPT. 

Oliver Treyz, who has been 
quarterbacking the ABC-TV team 
since Robert E. Kintner left, made 
use of Nielsen and Trendex rat- 
ings to indicate a switch in com- 
petitive standing among the net- 
works over the past four years. 
He asserted: 


e 1. In the January Nielsen re- 
port, ABC-TV moved ahead of 
NBC-TV in the number of half- 
hour evening periods in which it 
is the top rated network. The box 
score for now and four years ago 
on the basis of Nielsen average 
audience ratings: 

First places, all evening periods 
from 7:30 to 11 p.m., EST, Sunday 
through Saturday 


1953 1957 
et re 29 9 
 Asovebene 17 30 
ee 3 10 


e 2. In the January Trendex and 
Nielsen ratings, ABC-TV was in 
second place in average ratings 
for nighttime periods in which all 
three networks had fully spon- 
sored shows. The competitive po- 
sition looked like this: 


Nielsen 
AA ratings Trendex 
CBS-TV . 28.1 20.3 
ABC-TV 21.1 16.1 
NBC-TV 18.6 13.7 


e 3. ABC-TV ranks next to CBS- 
TV in terms of cost efficiency for 
nighttime sponsored shows on the 
basis of cost per 1,000 homes per 
commercial minute. The Novem- 
ber-December, 1956, Nielsen aver- 
age cost per 1,000 for all fully 
sponsored evening shows on all 
the networks was $2.88 for CBS- 
TV, $3.55 for ABC-TV and $4.06 
for NBC-TV. 


® All 
cited by Mr. Treyz showed ABC- 


indicated that CBS-TV retains a 
firmer grip than ever on first 
place. Obviously aware of this, Mr. 
Treyz quipped: 

“We're going to send the bill 
for this presentation to 485 Madi- 
son Ave.” 

Having noted the gains scored 
by the network, Mr. Treyz and 
James T. Aubrey Jr., vp in charge 
of programming and talent, de- 
tailed some of ABC-TV’s program- 
ming plans for 1957. 

Headliners already signed and 
sold include Mike Wallace, who 
begins a 30-minute interview show 
for Philip Morris April 28; Frank 
Sinatra, who goes to work for 
Chesterfield in the fall; Pat Boone, 
whose weekly live show will be 
sponsored by Chevrolet and “Zor- 
ro,” a new Disney hero, who will 
be backed by 7-Up. And the net- 
work has earmarked other live 
and film packages for fall. 


® Having established itself as a 
major competitor in nighttime tv, 
the network is now ready to ex- 
pand its daytime activities, Mr. 
Treyz said. 

As a first step in this direction, 
daytime rates will be lowered 
from one-half to one-third of the 
Class A rate, because this is a 
“mathematically more realistic re- 
flection of the day-night ratio of 
homes using television,” he said. 
The new daytime rate will cover 
all Monday-through-Saturday net- 
work time up to 5 p.m., EST. This 
revision goes into effect March 1. 

The ABC executives did not say 
when the new daytime schedule 
will begin or what it will include, 
except to note that the 5 to 5:30 
p.m., EST, period will be filled by 
a “kidult” stanza when the “Mick- 
ey Mouse Club” is cut in half 
April 1, and that there will be a 
“Glamor Girl” series to “trans- 
form everyday young women into 
movie queens.” © 


CBS ‘56 PROFITS 
21.5% ABOVE ‘55 

New York, Feb. 14—Estimated 
consolidated profits for the Colum- 
bia Broadcasting System for the 
fiscal year ended Dec. 29, 1956, 
were set at $16,283,000 or 21.5% 
over the $13,397,000 earned in 1955. 
Sales were $354,000,000 or 12% 
higher than sales of $316,573,000 
recorded in 1955. 

Per share earnings for the year 
came to $2.17, compared with $1.83 
per share earned in 1955. A divi- 
dend of 25¢ per share on its Class 
A and B stock, payable March 8, 
1957, to stockholders of record as 
of Feb. 21, has been declared. 


® During the year the company 
discontinued CBS-Columbia, its 
radio and television receiver divi- 
sion, which had long been unprof- 
itable. These figures were arrived 
at after providing for all expenses 
and losses related to the discontin- 
uance of the division, including 
losses on disposal of plant facilities. 


the competitive examples | CBS-Columbia’s losses, after taxes, 


|deducted .41¢ per share from the 
TV coming up fast, but they also| year’s earnings. . 


Too Many Radio 
Spots?-Agencies 
Try to Find Out 


(Continued from Page 1) 
25 has been termed gratifying by 
Esty. 

All radio stations handling Esty 
business during the year—esti- 
mated at close to 600—were con- 
tacted. About 50% of the replies 
are in. 


® Richard Grahl, head time buy- 
er at Esty, said the agency wants 
to find out “what’s going on at the 
stations,” on the theory that an 
advertiser has that right as he has 
the right to observe the editorial 
matter in a newspaper, to judge 
color production in magazines and 
to check the effectiveness of an 
electronic mechanism in an out- 
door sign. 

Esty has already received a few 
turndowns on the request. In a 
way the representatives are re- 
sponsible for the present Esty re- 
quest, having in the past submit- 
ted logs of competitive stations in 
the markets they were selling to 
point out that a station was over- 
commercial or in some manner 
doing a poor job. 

Naturally, although not solicit- 
ing such information, an agency, 
when presented with it, couldn’t 
ignore the evidence that the oper- 
ation of offending stations should 
be looked into, Mr. Grahl said. 

The trade practices committee 
of the Station Representatives 
Assn., which is headed by Robert 
Eastman of John Blair & Co., met 
with Esty officials this week to 
discuss the situation. At that 
meeting the representatives 
agreed that the agency is entitled 


stations, but they noted that some 
stations had objected to furnish- 


‘Institutions’ Guest 
House to Bow in Ad 


with 9 Advertisers 


Cuicaco, Feb. 13—A _ six-page 
four-color foldout ad in the May 
issue of Institutions Magazine will 
be used to introduce Institutions 
Magazine’s Guest House at the 
National Restaurant Show at Navy 
Pier here in May. 

Nine advertisers—whose prod- 
ucts will be used in the Guest 
House—will be featured. 

The Guest House will be an 
actual, full-scale building to be 
constructed by Institutions Maga- 
zine. It was designed by Mrs. Nath- 
alie Bing, a well-known designer 
in the institutions field. The prod- 
ucts of the nine advertisers will be 
incorporated into the Guest House, 
which will have a lobby, dining 
room, powder room, lounge areas. 


@ The nine advertisers are U. S. 
Rubber Co. (upholstery materials) ; 
Formica Corp. (plastic laminates) ; 
|J. H. Thorp Co. (fabrics); Light- 
olier Corp. (light fixtures); E. I. 
du Pont de Nemours & Co. (up- 
holstery materials); Crane Co. 
(plumbing fixtures); General Tire 
& Rubber Co. (floor tile); C. H. 
Masland & Sons (carpeting) and 
U. S. Gypsum Co. (paint, acoustical 
tile, gypsum wallboard, decorative 
expanded metals). 

The six-page insert will be a 
complete rendition of the Guest 
House building. 

In addition, the insert will con- 
tain full-color vignettes of each 
sub-area and of each participating 
manufacturer’s products used in 
construction and decoration of the 
building. Finally, a complete page 
will be devoted to a literature li- 
brary, description of participating 
manufacturers’ literature. . 


to this sort of information from | 


ing Esty with copies of their logs. 
In these cases the agency agreed 
| to accept, in lieu of the log, a 
| statement of commercial content 
giving the exact time and length 
of commercials. 

Before the meeting, representa- 
tives were wondering out loud if 
Esty intended to assume the cost 
of furnishing the log, which they 
said would cost approximately 
$25 each. 

Mr. Grahl told AA that the cost 
of supplying the log should be 
borne by the stations. He said the 
agency feels this move will help 
the medium of radio. 


s Mrs. Bobbie Landers of Shaw 
Advertising said that agency’s re- 
quest was not a result of, nor con- 
nected with, the Esty effort. 

Shaw asked a log of only 23 sta- 
tions in 20 top markets, and for 
only one day, Feb. 4 or 5. The 
agency, like Esty, had been re- 
ceiving reports from representa- 
tives on double and triple spotting 
by some stations. 

Mrs. Landers said Shaw wanted 
some way of knowing whether 
“we were just one of four com- 
mercials in a spot. We buy early 
morning, which is premium, but 
that doesn’t mean a station should 
jam in commercials until an ad- 
vertiser loses all impact.” 

Mrs. Landers indicated that the 
Esty move had complicated her 
effort somewhat. However, by this 
morning Shaw had received re- 
plies from 75% of the stations on 
its list, she said, and this included 
refusals from only two stations. 
One station representative and one 
of the networks had not reported 
yet and were still busy determin- 
ing policy on whether to submit 
logs. 

In general, said Mrs. Landers, 
“we got a pretty good return and 
found the stations most coopera- 
tive.” 


Benrus Drops Fair 


Trade in Wisconsin 


New York, Feb. 12—The Benrus 
Watch Co. this week announced 
that it was dropping its fair trade 
restrictions on the sale of its jew- 
eled watches in the state of Wis- 
consin. 

The move was described as an 
“experiment” by S. Ralph Lazarus, 
Benrus chairman. He said the com- 
pany would examine results to 
determine whether similar action 
should be taken in other sections 
of the U. S. 

“Wisconsin retailers have indi- 
cated to Benrus that they would 
prefer us to abandon our fair trade 
policies,” Mr. Lazarus said. 


® The Benrus action was the re- 
sult of a complaint filed by the 
Wisconsin Retail Jewelers Assn., 
according to Ben W. Heald, ex- 
ecutive secretary of the group. 
The complaint charged that Ben- 
rus’s fair trade prices were unfair | 
and unreasonable, Mr. Heald said. 
It was filed with the Wisconsin 
Department of Agriculture, which 
administers fair trade laws in the 


Advertising Age, February 18, 1957 


More Movies, Less 
Color TV for WNBQ 
Cuicaco, Feb. 13—The big 


splash in middle-aged Hollywood 
movies, plus the slow market in 
color tv sets, have caused a cut- 
back at WNBQ, “world’s first all- 
color television station.” 

Actually, NBC has dealt its 
owned station here a mixed hand, 
including a new seven-station net- 
work show. But the net effect will 
be a reduction in colorcasting at 
WNBQ from 40 to about 34 hours 
per week (out of a total of 120 
hours on the air). 

The network bumped one local 
color show—“Bob & Kay with Ed- 
die Doucette’—to make way for 
the one-hour noontime color ex- 
travaganza which the station will 
originate daily for the network’s 
seven owned stations to use in 
promoting color (AA, Feb. 11). 
But it also deleted another daily 
one-hour color show and a week- 
end program, both in favor of 
feature-length movies of the kind 
which are now creating sales and 
insomnia on the city’s other three 
stations. Net loss in color pro- 
gramming: About six hours. 


8 WNBQ’s No. 1 color tv sup- 
porter, appliance merchant Sol 
Polk, tended to blame his fellow 
retailers for this and other evi- 
dences of slowness in the color tv 
movement. The head of Polk Bros. 
himself sponsors b&w movies on 
the station, but runs in color com- 
mercials where possible and is 
currently pleading with manufac- 
turers to put more of their co-op 
spots into color. 

Mr. Polk told ApDverTISING AGE 
he sold 300 color sets in January, 
though he pointed out that “we’re 
offering extra-large trade-ins in 
order ot get them into the homes. 
I’m a firm believer in word-of- 
mouth advertising for promoting 
color sets,”’ he said. 


Quick Mig. Plans Campaign 
Quick Mfg., Springfield, O., 
manufacturer of garden tractors, 
Springtil rotary tillers and riding 
lawn tractors, has scheduled a 
spring ad campaign designed to 
“boost record sales of 1956 even 
higher in 1957.’ Magazines on the 
schedule include American Home, 
Better Homes & Gardens, Capper’s 


Farmer, Farm Journal, Flower 
Grower, Household, Life, Mac- 
lean’s, Newsweek, Poultry Tri- 


bune, Popular Gardening, Popular 
Mechanics, Popular Science, The 
Saturday Evening Post and Time. 
Don Kemper Co., Dayton, is the 
agency. 


Hunter Joins Taplinger 

Harry F. Hunter Jr., formerly 
Chicago manager of Allied Public 
Relations Associates, has been 


named manager of Taplinger As- 
sociates in Chicago. 


state. 

Mr. Heald charged that Benrus 
fair trade prices “were actually 
being used as a gimmick so that 
the watches could be sold for half 
of their fair trade price.” A hearing 
on the complaint was delayed to| 
allow Benrus to decide what ac- 
tion it wanted to take, he added. e 


LaRue Joins American Paint 

B. Franklin LaRue has been ap- 
pointed district representative for 
New Jersey, Delaware, Maryland 
and eastern Pennsylvania of 


American Paint Journal Co., St. 
Louis. Mr. LaRue will work out | 
of the company’s New York office | 
and will take over the advertising 
sales and service for American 
Paint Journal, American Paint & 
Wallpaper Dealer and American 
Painter & Decorator. 


HARRY C. HARBISON, formerly na- 
tional advertising manager of the 
Wilmington Journal-Every Eve- 
ning and Morning News, has been 
promoted to advertising director— 
a post unfilled since Jan. 1, 1956, 
when Albert L. Ingram retired. 
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%& One publication, Weekend, has over 1,450,000 
circulation every week—equivalent to 21,000,000 
in the United States. 


%& One publication, Weekend, has 50% more cir- 
culation than any other publication in Canada. 


%& One publication, Weekend, reaches two out of 
three of all English-speaking urban homes in Canada. 
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SAID THE AMAZED CHICAGO HOUSEWIFE 
WHEN SHE SAW THE SAMPLE COPY: 


“Is the Tribune 
really going to publish 


a whole Food Guide like this 


every Friday? I hope so. 
It’s fabulous!” 


Yes, it is “fabulous”—and The Weekly Illustrated Food Guide 
starts Friday, Feb. 22 in the Chicago Tribune 


Here is a bold and brilliant concept in food news 
presentation—unlike anything you’ ve ever seen in 
any newspaper. 

Published as part of the Tribune, The Weekly 
Illustrated Food Guide is in fact a dramatic new 
food medium. It has its own distinctive title, for- 
mat and editorial character, plus a star-studded 
list of exclusive food features. A pictorial cover, 
inside color pages for advertisers, a front page in- 
dex to retail food ads—these are just a few of the 
Food Guide’s publishing “‘firsts’’. 

The Food Guide is a separate, complete section, 
standard newspaper page size. Food news is pre- 
sented the way busy, modern housewives want 
it—quick and easy to grasp, with appealing illus- 


trations and photographs. Modern, smart layout 
techniques help the Food Guide achieve unusual 
eye appeal plus the buying immediacy of Chicago’s 
top newspaper. 

For women, it will foster a feeling of excitement 
and fun about food news and food shopping. For 
advertisers, it will create a new breadth and depth 
of reader interest. 

In this week’s Friday Tribune, more than 
731,000 families in Chicago and suburbs will re- 
ceive The Weekly Illustrated Food Guide. They 
will be pleased by its layouts and pictures and 
stimulated by its usefulness. If you make de- 
cisions about grocery product advertising, you will 
be, too. 


For full details about this important new food medium, 
ask your nearest Tribune representative to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 

W. H. Hattendorf E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Bivd. 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK AND METRO COMICS MAGAZINE NETWORK 


Want to keep on top of it? The Food Guide is big news— 
and will continue to be. Besides extensive trade paper 
advertising, frequent mailings will keep the food industry 
informed about the Food Guide. Was your name on our 
mailing list for the opening announcement? 
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The Laws and Their Breaking 


There is something almost pathetic about the report carried in these 
pages last week about the debate in the United States Senate over 
confirmation of James D. Zellerbach as ambassador to Italy. 

Senator Joseph C. McCarthy raised the question about Mr. Zeller- 
bach’s fitness to represent the U.S., since his company, Crown- 
Zellerbach, has been involved in a number of anti-trust suits. 

To this Sen. Jacob Javits replied: 

“We could hardly find a great industrialist heading one of our 
large companies who has not been involved in some measure in pro- 
ceedings growing out of the anti-trust laws. If we are going to take 
that as the gauge when persons are nominated as ambassadors I think 
we are going to find our field of choice very limited.” And as our 
Washington editor reported, the Senate apparently agreed. 

If we were to change the frame of reference slightly, and discuss 
those companies which have been cited by the Federal Trade Com- 
mission for either their advertising or their marketing practices, we 
would widen the scope of the net a great deal more. If principal ex- 
ecutives connected with such companies were to be barred from posi- 
tions of trust in government, it would probably be impossible to find 
any business man for any governmental post. 

And yet the suggestion that difficulties with the law should be con- 
sidered as part of the pertinent area of investigation into a public ser- 
vant’s fitness is certainly not ridiculous. The problem seems to be 
that we have created a body of laws which march boldly, but some- 
times not too clearly, down a path which is not clearly marked and 
whose use is not certainly a mark of moral degradation. 

We are, especially in recent years, talking about laws which are 
more like the changing regulations governing a sports contest than 
they are like moral commitments; when we are caught up in their 
toils, either because of honest inability to understand exactly how 
they apply or even because we choose to disregard them, no moral 
opprobrium seems to attach to the act. 

This is understandable, but we don’t believe it is good, in the long 
run, for society. If laws become merely a set of complicated technical 
rulings, without any moral force or backing, then gradually people 
jose respect for them, and on the contrary consider it almost their 
duty to circumvent the statutes if they can. 


The Round-About Approach 


The other day it was our pleasant duty to serve on a panel which 
was called upon to express its opinion of 15 or 20 ads—print and 
broadcast—which were sprung upon us without prior warning. 

Two things struck us—first, that there are no rigid criteria for 
judging the merit of advertising, and therefore any jury shows 
marked differences of opinion about most advertising—whether the 
jury be composed of “experts” or novices. The opinions may be cogent 
or they may ingenuous, but they are still only opinions. 

The other thought was that there is a tremendous unwillingness 
among advertising men to meet the issue squarely; to get to the point. 
If you look at enough advertising and think about it hard enough, you 
will be amazed at how little of it meets the marketing problem di- 
rectly, tells its story simply, clearly and without equivocation, and 
gets out. 

No. Most advertising steers a course around and about the objective 
which clearly must be reached if a sale is to be made. 

A very substantial school of advertising people seems completely 
convinced that the simple, direct product story must be eschewed at 
all times and at all costs. They seem absolutely convinced that people 
have no interest in goods or services as such, and must be tricked or 
cajoled into reading about them or looking at demonstrations of them. 
And above all, they seem convinced that advertising is run so that 
admen can show how clever they are. 

It seems little wonder that so much advertising seems to work such 
yery tiny miracles at the cash register. 


oo em eee & 


—Bob Murray, Allmayer, Fox & Reshkin, Kansas City, Mo. 


“St. Bernardino, my foot! His patron saint is a St. Bernard with a 
cask of martinis.” 


Advertising Age, February 18, 1957 


Rough Proofs 


Commissioner Ford Frick has 
jappointed Stephen Fitzgerald to 
|handle public relations in an at- 
| tempt to boost baseball attendance. 
_ As a beginning, why not equip 
every major league team with a 
Mickey Mantle or reasonable fac- 
simile? 


AA reproduces a picture of a 
pretty girl attired in a bathing suit 
and explains that she “points up 
the Dodge ‘swept wing’ theme.” 

With that kind of scenery 
around, who wants to look at a 
Dodge? 


A manufacturer looking for an 
adman says the essential qualities 
jare “imagination and enthusiasm 
| that makes hard work a pleasure.” 
Horatio Alger heroes in the 
wag will please rise. 


| Members of the NARTB have 
apparently decided there is room 
for both radio and television on 
the airwaves, as the association is 
| planning to change its name back 
|to National Assn. of Broadcasters. 


Louisiana’s new pharmacy code 
lof ethics forbids the use of the 
term “cut rate” in advertising 
drugs and medicines. 

Would it be ethical to refer to 
“special values”? 


they 


What They're Saying 


The Opposition Speaks 

Under the heading of mistakes 
of the daily press, I will include 
a topic on which I am regarded 
as eccentric and quite irredeemable 
—and that is color printing. I’m 
opposed to it. We have not yet 
learned how to print adequately in 
black and white. Blame the paper, 
the ink, the press work, or what 
you will, the black and white pro- 
duct is at times quite primitive. 

With color the daily press is 
committing atrocities against good 
taste. The color tones and combi- 
nations are not merely dissonant; 
are cacophonous. And the 
registration—if I may borrow a 
term from the battle reports—is 
usually a near miss. Newspaper 
color illustrations of food are 
something to make the gorge rise. 

A few days ago at a meeting 
in this city, of New England pub- 
lishers, it was predicted that nearly 
all newspapers would be going to 
7¢. That is outside my sphere, but 


\I’m thinking of the fact that you 


can pick up on the counter of the 
supermarkets for exactly 7¢ a 
magazine with color illustrations 
that are fetchingly beautiful. Why 


|—would you believe it—the food 


actually looks like something to 
eat. 

It may be heroic but disastrously 
poor judgment to get into a race 


you can’t win. 
—Carl E. Lindstrom, executive ed- 
itor, The Times, Hartford, Conn., 
speaking before the New England 
Weekly Press Assn. in Boston. 


Division and Multiplication 
With the abundant fruits of our 

| industrial cornucopia to divide and 

|so many interested in trying to get 


la greater share in the division, I 
‘wonder if we are not repeating 


these days, in reverse, the costly 
lack of understanding of the 1920s. 
I wonder if the pendulum has not 
swung clear to the other extreme. 
I wonder if we have not become so 
engrossed in the business of divi- 
sion that we are neglecting the | 
process of multiplication. 

I wonder, in short, if we aren’t! 
assuming that our multiplication 
will go on, almost automatically, of 
its own momentum, without con- 
scious thought or direction on our 
part. 

Believe me, it won’t, and it isn’t. 
And clearly no one will gain if our 
national effort to cut in on the di- 
vision is permitted to retard the 
process of multiplication. . 

—Roger M. Blough, chairman, United 
States Steel Corp., in a speech Jan. 15 


before the Economic Club of New 
York. 


i 


Testimonial 

Jack Benny managed to keep 
the weekend from being a total 
loss. Benny can wring a laugh 
even out of his commercials but 
the biggest laugh of all came, un- 
intentionally, from another com- 
mercial: The one where the lady 
smiles into the camera and says, 
daintily: “When it comes to dog 
foods—lI'’ve tried them all.” 


—Paul Molloy, in the Chicago Sun- 
Times, Jan. 28. 


Merchandising Motto 

Buckner’s Inc., Jamaica, N. Y., 
has a motto in merchandising and 
promoting its store which, while 
not considered original, serves as a 
guide in its emphasis on quality 
and de-emphasis on price. It fol- 
lows: 

“If it fits, sell comfort. 


If it doesn’t fit, sell style. 
If it’s atrocious, sell price.” 
—Women’s Wear Daily. 


“Legislators drive to limit polit- 
ical spending,’’ headlines the 


| world’s greatest advertising jour- 
| nal. 


The idea, of course, is to limit 
the spending of the other fellow. 


Schlitz led the field in beer sales 


again in 1956, the story says. 


The wrong people seem to be 
answering the invitation, “What’ll 
you have?” 

° 


Maybe the old folks who drink 
brandy for purposes of euphoria, 
or a sense of well being, will allow 
younger people to use the same ap- 
proach when ordering cognac, as 
recommended by the French pro- 


| ducers’ association. 


St. Bernardino of Siena has been 
designated the advertiser’s patron 
saint by Pope Pius, but tv and 
other comics will continue to pin 
their faith on St. Vitus. 


“How many advertising men are 
fishermen?” asks Field & Stream. 

It may depend to some extent 
on how many clients fish or manu- 
facture fishing equipment. 


“Everybody laughs at me,” is the 
title of Victor Borge’s story in the 
Post. 

In the case of the great Borge, 
the correct preposition is “with.” 


Hint for advertisers setting up 
rules for contests: Many of the top 
names in the professional golfing 
field refused to enter the Tucson 
open because they said the course 
was too easy. 


Copy Cus. 
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ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


“Mix ’em up and make it do” won’t work when 
make-up time comes at The Inquirer. Every page is 
planned with attractiveness aforethought. Every effort 
is made to provide a well-balanced presentation of 
the news and an inviting appearance, so that readers 
are led skillfully from page to page, section to section, 
story to story. 


Perhaps this accounts for the extremely high reader- 
ship enjoyed by The Inquirer, as proved in recent 
studies by impartial research organizations—reader- 
ship that includes the advertising as well as editorial 
content. Such readership, plus the devoted loyalty of 
its readers, accounts for The Inquirer’s unquestioned 
leadership: more advertisers place more linage in The 
Inquirer than in any other Philadelphia newspaper. 


Exclusive Advertising Representatives: 
NEW YORK 


CHICAGO DETROIT 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


RICHARD |. KRUG 
Penobscot Bidg. 
Woodward 5-7260 


FITZPATRICK ASSOCIATES 


YOU CAN'T PUT A NEWSPAPER 
GETHER LIKE A SALAD! 


It takes planning—a 


devotion to journalism’s 
great traditions—an eye 
for the needs of today— 
to produce a distinguished 


newspaper. 


The Philadelphia Pnquiver 


Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


SAN FRANCISCO LOS ANGELES 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 


155 Montgomery St. 
Garfield 1-7946 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS + FIRST 3 MARKETS GROUP 
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AUDIENCES ARE UP, UP, UP! 


In comedy, variety, mystery, quiz shows, spectaculars— virtually every type 
of program, nighttime and daytime—NBC is building bigger and 

bigger audiences. Here are some representative examples of the dramatic 
audience increases being registered at NBC: 


% gain over last year for same time period 


The Steve Allien Show... UP 53% 

Twenty-One...UP 38% 

Perry Como Show ...UP 33% 

Bob Hope Show ...UP 30% 

Dragnet... UP 83% 

People Are Funny...UP 51% 

Noon to 6 pm (Mon.-Fri.)...UP 41% 

Spectaculars and “‘out-of-schedule”’ shows...UP 25% 


DAYTIME OR EVENING, MORE PEOPLE VIEW THE 


THAN ANY OTHER NETWORK* —“*ser ovrno» sorvce, stay #2 torn som 


Weekly Viewing Oata 
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. | Keystone Adds 10 Aftiliates 
Keystone Broadcasting ed 
| Chicago, which marked its 17th an- 
|niversary Jan. 30, has added 10) 
/new affiliates, bringing the total to| 
920. The new affiliates are WGEA, | 
Geneva, Ala.; WWGS, Tifton, Ga.; 


‘ . WSFB, Quitman, Ga.; WAMW,| 
- Washington, Ind.; KAYL, Storm 
- ; “| Lake, Ia.; WFLW, Monticello, Ky.; 
| WMOO, Milford, Mass.; WAMY, 
n the independent Northeastern } , - : ’ 
— ss.; a t, 
(in sh ind Market, goods and |Amory, Miss.; KFGT mn arg 


| Neb., and KIRT, McAllen, Tex. 
services move to 200,000 people ” 
through a single medium reaching | Loizeaux Joins Otto 
Oe Wr Be Daniel C. Loizeaux, who has 
All business is local . . . so been an art director at numerous 
are newspapers. |New York agencies, has been ap- 
pointed art director of Robert Otto 
Full color available. & Co. Mr. Loizeaux, most recently 
GREEN BAY | with Hilton & Riggio, has worked 
‘EN ") | for Batten, Barton, Durstine & Os- 
P RESS -GAZETTE | born; Bermingham, Castleman & 
— Pierce; Wendell P. Colton Co.; Ce- 
Phil A. McClosky, Manager, General Advertising ‘cil, Warwick & Legler and Geyer, 
‘Cornell & Newell. 


be Sure to SELL SYRACUSE 


-.. and the 15-County Syracuse Market. : 


ot 


ott Sd 
ad 


INCLUDING CORTLAND 


- 


CORTLAND: ion ee At Po COVERAGE: 
11,600 families with $51 million The Syracuse newspapers are read 
annual buying power live in : daily by 55% of Cortiand’s families 
Cortiand (city and county). —Sundays by 81%, 

W uten you think of the Syracuse Market . . . think BIG. 
Think of America’s best test city—plus a score more of sizable, prosperous communities like 
Cortland, Auburn, Oswego, Ithaca, Oneida and Massena. Think of 15 counties, where 399,000 
families spend just short of $2 billion annually. 


In that BIG market, The Syracuse Newspapers deliver 100% saturation coverage of metropolitan 
Syracuse, daily and Sunday, and effective circulation in the 14 additional counties. You just 
can't buy another combination of media that will do a comparable job in this marke! al 
a comparable cost. 


' 
FULL COLOR AVAILABLE— DAILY AND SUNDAY 


“Selling Research Inc. Survey 
published by Sales Management = Represented Nationally by MOLONEY, REGAN & SCHMITT 


HERALD- JOURNAL & HERALD-AMERICAN ye THE POST-STANDARD 
Evening Sunday “i es —— Moraing & Sunday cin 
CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 
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Britons Get First 
Glimpse of Color 
TV; No More Soon 


Lonpon, Feb. 12—More than 300 
peers, ministers and members of 
Parliament crowded a _ tapestry- 
hung committee room last week 
to watch the first color tv show 
in Britain. 

At each end of the 25x30’ room 
was a row of five 21” screen tv 
sets—three color sets flanked by 
b&w sets. The demonstration was 
put on by the British Broadcasting 
Corp. “as a contribution to the 
comprehensive study of the prob- 
lems involved in color tv.” 

BBC used the evening 6-7 p.m. 
gap—soon to be filled permanent- 
ly—to mount the demonstration. 
What did viewers see? High-kick- 
ing chorus girls, outdoor floral 
scenes, a natural history demon- 
stration and two singers. 

The verdict? “Excellent.” “Fine 
show.” Several MPs commented 
that color ty was more advanced 
than they had imagined. 

The color sets used in the dem- 
onstration were constructed by 
Murphy Radio and the BBC tech- 
nical staff, using American-man- 
ufactured RCA color tubes. These 
sets cost ‘about £750 ($2,100) 
each, compared with the normal 
21” b&w sets which now sell for 
around £100 ($280). 


s Sir Ian Jacob, head of the BBC, 
and Ernest Marples, Postmaster 
General, explained the technical 
difficulties still in the way of col- 
or tv in Britain. 

Sir Ian said no one would say 
the color tv tube used in the 
demonstration was the one he 
would like to see permanently 
adopted for large scale manufac- 
ture. 

There were some comments 
during the demonstration on the 
harshness of some colors. The 
chorus girls looked pink, and a 
doctor taking part in the natural 
history part of the program had 
a plum colored face and salmon 
colored hands. 

Sir Ian said: “It might be pos- 
sible to put a color service into 
operation three years from now 
at the very minimum, but the 
difficulties are enormous, and it 
would be madness to underrate 
them.” 

Postmaster General Marples in- 
troduced the demonstration of 
what he called “tele-color.” He 
said it was a curious thing, so he 
had been told, that men preferred 
reddish pictures while women 
preferred bluish ones. 


s The demonstration transmission 
used the compatible system and 
could be picked up by general 
viewers in the London area in 
b&w. * 


Galvin-Farris Changes Name 
The name of Galvin-Farris Ad- 
vertising Agency, Kansas City, Mo., 
has been changed to Galvin-Farris- 
Allvine, following the election of 
Earl Alivine as a principal of the 
agency and a vp. Mr. Allvine joined 
the agency in May, 1956, and was 
formerly associated with Merritt- 
Owens Agency. At the same time, 
Hamilton Howard, formerly of 
Western Auto Supply Co., and Ray 
Shaffer, formerly of Beaumont & 
Hohman, were appointed copy 
chief and copywriter, respectively. 
Richard Halstead has been promot- 
ed to senior account executive. 


Grace Boosts Arbuckle, Wilber 


Ernest C. Arbuckle, formerly 
exec vp of the Pacific Coast divi- 
sion and vp of Grace & Co., Central 
America, has been appointed exec 
vp of Foster & Kleiser Co., a divi- 
sion of W. R. Grace & Co., with 
headquarters in San Francisco. J. 
A. Wilber, an assistant vp of W. R. 
Grace & Co., will succeed Mr. Ar- 


buckle. 
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The 
‘ New Yorker 


really 


gets 


around! 


Take Illinois. The New Yorker arrives at homes or is picked up 
at newsstands in over 150 different Illinois cities and communities in 96 counties. 
These readers make up a responsive market, a quality audience—by education, 


income or any other standard. But it is important to note that 


The New Yorker concentrates among influential and affluent people in the key 
city trade areas like Chicago, where quality merchandise is sold in quantity. 


The New Yorker also sounds the right note among important groups. In I]linois’ 


Ravinia Festival Association, for example, over 200 members are subscribers. 


THE 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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IBM Plans Vermont Plant 

BURLINGTON, Vt.—International Business 
Machines Corp. disclosed plans to set up manu- 
facturing facilities for its data processing division 
near here. The company said it has signed a ten 
year lease for an existing 40,000 square foot plant 
in Essex Junction, Vt., about six miles east of 
Burlington. The factory, which marks IBM’s first 
manufacturing entry into New England, was 
leased from Greater Burlington Industrial Corp., 
and its subsidiary, Cynosure, Inc., IBM said. 


Selects BURLINGTON, VERMONT 
out of 200 cities... 


¥% Better include Vermont and Burlington when selecting Quality Markets. 
THE BURLINGTON FREE PRESS 


Represented by Johnson, Kent, Gavin & Sinding, Inc. 


‘Herald’ Appoints Two 
Roger L. Albright has been 
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Swedish Newspaper 


named to the new post of director | Features Mammoth 


of advertising of the Herald, Rut- 


land, Vt., following the retirement | Classified Section 


of William J. Murphy, who had 
been local display advertising 
manager for more than 25 years. 
At the same time, George W. Far- 


'rell was appointed local display 


manager. Mr. Albright joined the 
Herald staff last fall and formerly 
was associated with McCann- 
Erickson and Marcus Advertising 
Agency, both in Cleveland. Mr. 
Farrell, who joined the Herald in 
1936, in recent years has been the 
senior salesman in the local dis- 
play department. 


Kostka Promotes Metford 
William Kostka & Associates, 
Denver public relations and adver- 
tising company, has elected Jack 
W. Mefford vp in charge of adver- 
tising. Mr. Mefford joined the 
Kostka staff as an advertising ac- 
count executive in August, 1956. 


in Canada 


. L . 
retail sales cf =in our 
markets #z 
those of Buffalo, 


interest—get the best results. 


have it—but only through the 8 Southam Newspapers. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


Albany, 
Rochester, @) Syracuse 
and Schenectady combined! 


When you advertise in the 8 Southam Newspapers your message reaches 

and influences more than 1,550,000 readers daily in an over 2 BILLION, 

248 MILLION dollar retail sales market! That’s a retail market greater than 
that of five New York State cities combined—and it’s too big a market to miss. 


Just remember in reaching this market, no other single advertising 
medium can compare with the phenomenal selling power of the 
8 Southam Newspapers. As the favourite local papers they create the most 


So if you would like your share of this valuable Canadian market, you can 


FA915A 


26 THE SOUTHAM NEWSPAPERS 


ome OTTAWA - 


HAMILTON + NORTH BAY + WINNIPEG 
Citizen Spectator Nugget Tribune 
CALGARY + MEDICINE HAT - EDMONTON ~- VANCOUVER 
Herald News Journal Province 


UNITED STATES REPRESENTATIVE 
Cresmer & Woodward Ine. (Can. Div.) 
New York, Detroit, Chicago, 

San Francisco, Los Angeles, Atlanta 


By Elmer Grayson 

STOCKHOLM, Feb. 12—Dagens 
Nyheter, which means “News of 
the Day,” is Sweden’s largest 
daily newspaper. In advertising- 
shy Europe, it is also a success 
story. 

With an advertising revenue of 
$7,700,000 in 1956, Dagens Nyhet- 
er enjoys the enviable position of 
accounting for roughly 5% of to- 
tal advertising expenditures in 
this country. 

Many factors can be cited to 
account for the paper’s success. It 
offers a thorough coverage of 
world news. It reaches one out of 
two families in 1,000,000-strong 
Stockholm. It maintains an active 
public service program. It has an 
aggressive advertising staff of 160. 
It conducts continuing surveys of 
its audience. It offers advertisers 
four-color advertising. 


® But perhaps the most remark- 
able side of the DN operation is 
its classified advertising section, 
almost an institution in Sweden. 
DN issues run from 32 to 40 pages, 
and from 10 to 12 of these pages 
are taken up entirely by classified 
ads, spread over nine columns in 
six-point type. 

This section carries a phenome- 
nal volume of ads. DN reports 
that there are now 1,300,000 clas- 
sifieds inserted annually, an aver- 
age of 3,600 per day. 

The ads filter in by mail from 
all over the country and by tele- 
phone direct to 30 women whose 
voices have been trained to be 
both courteous and businesslike. 
The telephone ad takers sit in 
slots specifically designed for this 
function where, DN _ estimates, 
they accept 600,000 calls a year— 
an average of more than 2,000 
daily for a five and one-half day 
week. 


® New operators are trained with 
tape recorded conversations. Some 
can reply in English, a few in other 
languages besides Swedish. 

The newspaper publishes spe- 
cial booklets for the guidance of 
every category of advertiser— 
job applicant, apartment seeker, 
house seller, merchandise offer- 
ings, etc. 

Billing is done from punch 
ecards, 15 days after insertion. If 
an account is not settled after a 
specified time, one to three re- 
minders are sent. If there is still 
no payment, the defaulter is 
blacklisted—which the paper 
thinks is penalty enough. 

Among the special services DN 
offers advertisers are a free tele- 
phone answering service for blind 
ads and a reply system for com- 
panies deluged with inquiries. e 


‘Chicago Daily News’ 
Reports Sales Up, Net Down 
The Chicago Daily News had 
total revenues of $25,931,092 in 
1956—a 1.3% increase over the 
1955 total of $25,593,252. Net in- 
come, however, declined to $961,- 
017 or $2 a share from $1,501,739, 
or $3.12 a share. Advertising vol- 
ume set a record of 22,496,571 lines 
in 1956, compared to 22,288,875 the 
previous year. Average daily circu- 
lation declined slightly to 597,075 
in 1956 from the 1955 figure of 
598,307. Saturday circulation was 
593,099—off 14,605. 


Gidding Offers Booklet in Ad 

L. Gidding & Co., New York, 
manufacturer of Chubbettes ap- 
parel, designed to make girls 6 to 
16 leok slimmer, will run a half 
page in the March Ladies’ Home 
Journal. The ad offers “Pounds 
and Personality,” a free booklet 
“on the happiness of overweight 
girls.” Leber & Katz, New York, is 
the agency. 
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If ““fedders” frighten her, why does she chase chickens? Because 
she doesn’t know chickens have feathers. She’s only two, and her 
blissful ignorance is part of the charm of Two Is the Age of Curi- 
osity, a wonder-ful picture-story in the current LOOK. 


Issue after issue, LOOK captures the wonder, the warmth, the ex- 
citement of people. All kinds of people in all kinds of situations. 
For this is LOOK’s way—to tell the exciting story of people. . . the 


This is Dionis Lindsay— 
chaser of chickens... 
peeler of wallpaper... 
high-chair acrobat. 


(But afraid of “‘fedders.’’) 


LOOK the exciting story of people 


lives they live... the dreams they dream . . . the things that are 
on their minds and in their hearts. 


Through Look, advertisers, too, strike deep into the thoughts 
and emotions of people. That's why LOOK ad revenue has grown 
bigger every year for 17 years... why no other major magazine 
can match LooK’s record of continuous growth . .. why LOOK is 
such a convincing salesman for the products of American industry. 
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What important 


‘It is the only magazine I read every week, 
It is the best for concise accurate reporting. ’”’ 


VICE PRESIDENT, Stee! Company 


eae ie ee . oe 


‘*This is the best magazine I receive, both 
from a personal and business standpoint. ’’ 


SALES MANAGER, Electrical Company 


...for example, the people listed in “Who's Who in America” 


The coverage of America’s leadership market by pm = 61] 
“U.S.News & WorLp REporT”’ and its impact on 
that market is typically illustrated by a reader- 
ship study conducted among the men and women nae tee sh 3% eames aaestina des mations 
listed in the latest edition of ““Who’s Who in 
America.” . The People Who Spark America 
It reveals that four out of ten (39.7%) regularly 
read ““U.S.News & Worwtp REport.’’* By a sub- 
stantial margin, ‘‘U.S.News & Wor.Lp Report” 
is the magazine in the news and management field ot oe 
which they find “most useful” to them in their ». 
work, and the one in which they place ‘“‘most 
confidence.” Sie 
This is the latest in a series of similar, continu- Se 
ing polls among important decision-making groups 
throughout America. These latest findings con- *Based on an 84.2% rate of return to a written 
firm the ones previously published. Among the questionnaire. For full details ask for Research 
“people who spark America”’ today, ‘‘U.S.NEws Report No. 61, a study conducted jointly by 
& Wor-Lp Report” is essential reading, and a “USN&WR?” and Benson & Benson, Princeton, 
powerful spur to both thought and action. N. J. Other studies available on request. 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other 
offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
Los Angeles, San Francisco, and Washington, D. C. 
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people say about essential news 


‘‘An excellent periodical -- keeps me up-to- 
date on current affairs -- read completely 
each week. ’’ 


PRESIDENT, Chemicals Company 


‘*My feelings toward the publication may best 
be expressed in these words -- ‘no week 


‘‘This is the best and most useful of the 
news magazines. I have felt this way for 
15 years,’”’ 


VICE PRESIDENT, Manufacturing Company 


‘‘I like the depth and thoroughness with which 
subjects of great current and future signifi- 
cance are covered,’’ 


complete without it.’’’ 
DEPARTMENT HEAD, Public Utility 


GENERAL MANAGER, 


; ee ee ‘*My wife and I would feel ‘unrounded’ on 


events of significance without it. ’’ 


. . .the outstanding publication in its field. 
: Frankly, U.S. News & World Report is like 
having your own private ‘CIA’ providing you 
top intelligence in business, politics, and 
world affairs.’’ 


DEPARTMENT MANAGER, 
Electrical Manufacturing Company 


. the best of all magazines for a busy 
business man to read,”’ 


DEPARTMENT HEAD, Synthetic Fibers Company 


ORTA 


jig are typical comments made by readers of ‘‘U.S.NEws’” 
& WorLD REporT” about ““U.S.NEws & WoripD Report.” 
They come from important people—people holding the respon- 
sible managerial jobs in business, industry, government and the 
professions, and earning salaries that match. 

These men and their families find in “U.S.News & WorLpD 
REPORT” each week the essential “pocketbook news” which 
affects their business and personal plans and decisions. It’s 
natural that more and more advertisers are finding coverage of 
this big and growing market—now 900,000 strong—essential to 
their sales, their growth, and their progress. 


DEPARTMENT MANAGER, Airline 


C 


.S.News Mesos 


PET ere FOR IMPORTANT | 
| . PEOPLE 


Americas Class News Magazine 


An essential magazine . . . essential to more and more 
readers ... essential to more and more advertisers 


Now more than 9OO,O00 ret paid circulation 
...@ market not duplicated by any other magazine in the field 
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Information for Advertisers 


a 


The 14th annual edition of the 
“Industrial Stores Market Book” 
is being distributed to members of 
the National Industrial Stores 
Assn. The 1957 market book is 72 
pages and contains an up-to-date 
list of member stores, with names 
of buyers, locations of stores and 
other pertinent information on the 
industrial stores market. The as- 
sociation is located in the Southern 
Bldg., Washington 5. 


e A new study of the buying pat- 
terns of America’s Boy Scout 
camps has just been released by 
Boys’ Life. Copies may be obtained 
by writing to Harold Levitt, pro- 
motion director, Boys’ Life, 2 Park 
Ave., New York 16. Detailed infor- 
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© MORNING 


mation is printed on the purchas- 
ing of 23 different items, including 


cereals, canned meats, soups, milk | 


flavorings, desserts, condiments, 
confectionery, soft drinks, 
cream and flashlights. The break- 
down on each item includes the 
number of camps stocking it, the 
quantity consumed, the month it 
was bought and whether it was 
bought from a manufacturer, dis- 
tributor or local store. 


e “Maclean’s in TV Homes” is the 
title of the latest independent study 
conducted by Gruneau Research 
Ltd. for Maclean’s Magazine. This 
study was designed to explore the 
question: “How has tv in the home 
affected the readership of my ad- 


ice | 


, vertising in a national magazine 
| such as Maclean’s?” The study dis- 
cusses the effect of b&w tv adver- 
tising on four-color magazine ad- 
vertising; it shows that even small- 
space ads, such as quarter-page 
b&w, can be helped by tv in the 
home; it charts the changes in 
readership of advertising the long- 
er tv remains in the home, and it 
| concludes by demonstrating that 
|advertising in Maclean’s is better 
read in tv homes than in homes 
with no tv. Copies of the study are 
available from the advertising 
manager of Maclean’s Magazine, 
481 University Ave., Toronto 2. 


e Additional information and data 
on the market represented by the 
readers of National Engineer are 
offered in a new 12-page bulletin, 
“Profile of a Power Engineer.” 
This is a reprint of an article from 
| the December, 1956, issue of the 


| publication. Data presented covers 


| education, experience-income, job 


DAVENPORT 


* PACE SETTER OF IOWA — with a retail sales gain of 


over $11,000,000 for the fiscal year ending June 30, 1956. 


* LEADER OF THE QUAD.-CITIES — with a whopping, 


topping net buying income of over $158,282,000. 


<a) 


Cities! 


© EVENING 
@ SUNDAY 


REACH — SELL this rich midland mar- 
ket through DAVENPORT NEWSPAPERS. 
For the tenth consecutive year — First in 
lineage in all lowa and First in the Quad- 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, 
ISLAND, MOLINE, AND EAST MOLINE, ILL. 


IOWA, ROCK 


titles, type of pay, employes super- 
vised, total number of employes in 
plant, job satisfaction, society af- 
filiation and personal comments by 
respondents. 


e A booklet detailing the top ten 
retail food advertisers in 113 im- 
portant city markets has been is- 
sued by The American Weekly 
under the title “Who’s Who in 
Grocery Stores.” This compilation 
ranks leading retail grocery stores 
according to total local newspaper 
advertising linage used. The linage 
for each is shown and chains of 11 
or more stores are identified. 
Copies can be had by writing 
the advertising department, The 
American Weekly, 63 Vesey St., 
New York 7. 


e Curtis Publishing Co. has two 
market reports available free to all 
who request them. They are “The 
Market for Pet Supplies” and 
“Market for Deodorants.” Requests 
should be directed to Eleanor M. 
Tafel, librarian, research depart- 
ment, Curtis Publishing Co., Inde- 
pendence Sq., Philadelphia 5. 


VAC Adds Four Subscribers 

Four publications have signed 
with Verified Audit Circulation, 
Los Angeles, for circulation au- 
dits. They are Market Grower’s 
Journal, Akron, O.; Food Mart 
News (Southern California edition 
in Los Angeles); Western Hotel & 
Restaurant Reporter, Los Angeles, 
and Guest Informant. Circulation 
of the latter publication is main- 
tained through hotels, airline 
flights and ticket offices. 


Whirlpool Names Lewis 

Robert P. Lewis, formerly Cleve- 
land regional sales manager of 
Whirlpool-Seeger Corp., St. Joseph, 
Mich., has been appointed direct- 
or of consumer relations of RCA 
Whirlpool and Estate home appli- 
ances. 


GEORGE ANTHONY 


Media Director 


i aes oe Sob Sn eas 


says GEORGE ANTHONY 


tremendous help to our agency ” 


Stromberger, LaVene, McKenzie: Advertising 


“We use the Market Data Book when introducing a new product for an 
‘old ‘ client . . . as a speedy reference to many different types of publica- 
tions . . . to strengthen our knowledge of the marketing and sales prob- 
lems that confront many businesses . . . With its vast storehouse of useful 
knowledge that is available immediately from one central source, the 


Market Data Book has been a tremendous help to our agency.” 


Display advertising salesman... 


account executive . 
salesman. . 


member of a newspaper . . . 


director for such firms as West-Marquis 
and Davis & Co.—all were on 29-year 
old George Anthony’s business resume 


when he joined his present firm in 


. radio time 
. display advertising staff 


media 


markets and “media 


1953. After setting up a media depart- 


ment for S-L-M that year, Mr. Anthony 
has seen it grow to its present billing of 
$3 to 4 million annually. His responsi- . 


bilities include supervising all 


work on all accounts, research done 
by the agency and both market and 


media research. 


media 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 


plan, revise or extend industrial ad- 
vertising and marketing campaigns. 
Over 12,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


to help them 


of 
INDUSTRIAL 


ment, market research management, 
sales and top management. 


The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. 


MARKETING 


200 EAST 


ILLINOIS STREET = 


CHICAGO 11, ILLINOIS 


Advertising Age, February 18, 1957 


New Smoking-Cancer 
Report Needs Study, 
Says Tobacco Group 


New York, Feb. 12—A cancer 
agent has been discovered in ciga- 
ret smoke, according to an Asso- 
ciated Press report from Paris. 

The agent is a chemical sub- 
stance, called 3-4-9-10 dibenzpy- 
rene (the numerals explain the 
molecular structure of the com- 
pounds). When injected into mice, 
it invariably causes cancer, ac- 
cording to the report. 

The discovery was made by Dr. 
Nguyen-Phoc Buu Hoi, a Vietnam- 
ese scientist who is director of 
the French National Center of Sci- 
entific Research. It was announced 
in a paper published by the 
French Academy of Science. 

Dr. Buu Hoi said it should not 
be difficult to develop a filter for 
cigaret holders that would screen 
out the cancer-producing sub- 
stance. 

The chemical isolated by Dr. 
Buu Hoi develops when tobacco is 
burned in smoking. It is one of the 
many chemicals making up the tar 
in burning tobacco. 

Some 4,000 mice were used in 
the experiments, conducted in the 
laboratories of the radium institute 
of the University of Paris. 


s Asked to comment on the report, 
the Tobacco Industry Research 
Committee here issued the follow- 
ing statement: 

“The significance of this French 
work reporting rapid cancer for- 
mation in mice cannot be judged 
on the basis of news reports. It 
will be recalled that there have 
been previous claims of a some- 
what similar nature that have, on 
longer consideration and careful 
analysis, raised questions for fur- 
ther investigation, rather than 
solved existing problems. 

“It is necessary to know exactly 
what the French scientists have 
done and the extent of their own 
claims concerning the application 
of their work to the complex prob- 
lem of hurnan lung cancer. One can 
then determine what further in- 
vestigations will be necessary.” e 


TreeSweet Continues Small 
Space Newspaper Campaign 

TreeSweet Products Co., Santa 
Ana, Cal., will continue its suc- 
cessful small-space ad campaign 
in 1957, using newspapers in 33 
markets in California, Arizona 
and midwestern states on a once- 
a-week schedule, starting this 
month. In the campaign, Tree- 
Sweet spots its 100-line citrus 
juice ads on food pages, close to 
local retail grocery ads. 

The copy in a typical ad, with 
a cartoon illustration, reads: 
“Orange Juice that is TreeSweet 
is the freshest tasting in cans,” 
and “Grapefruit Juice that is 
TreeSweet has natural sweet fla- 
vor.” Batten, Barton, Durstine & 
Osborn, Los Angeles, is the agen- 
ey. 


Brangan Opens Agency 
Richard R. Brangan, formerly 
advertising manager of National 
Automatic Tool Co., has estab- 
lished an agency at 134% S. 
Eighth St., Richmond, Ind., to be 
known as Advertising Services. 
The agency has been appointed 
to handle advertising for Amer- 
tool Services Inc., an organization 
of 20 machine tool builders who 
sell, service and finance machine 
tools in Latin and South America. 
Natco is a member company. 


Closedcircuit Names Merkle 
A. J. Merkle, veteran producer- 
director, has been named director 
of operations and sales service of 
Closedcircuit Telecasting System, 
New York, a new company which 
is offering its services in color as 


well as b&w. 
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FIVE 
YEARS 


the time has come to say a special “Thank You”’ to all our advertising 


friends from coast to coast, from Canada’s border to the Mexican Gulf. 


THAN K YoU for being the kind of customers who spurred us on, from the beginning, to 
produce the finest photoengravings that could be made. 


Everyone engaged in the creation and production of national advertising 
knows that the first condition of producing work of outstanding quality is to 
have clients and customers who demand and appreciate the best. 


T H A N K Yo U for giving us the volume of quality business, expanding year after year, which 
made it possible for us to develop the craftsmen and facilities for America’s 
finest photoengraving plant for letterpress and gravure. 


The genius of American free enterprise for the production of quality in any 
field is illustrated by the kind of cooperation between maker and buyer that 
has built C M & H during the past quarter-century. 


THAN K you for making our business a pleasure by being such nice people. 


We look back on our first twenty-five years with pleasure because of their 
human associations, friendships made and kept, as the support and accom- 
paniment to tangible accomplishment. 


To express our appreciation, and pride, we have just issued a Birthday 
Book. Have you received your copy? 


__ America’s Finest Photoengraving Plant Mi i L LE rr eK P 
—“ HUTCHINGS INC 
* 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 
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70.3% of all /és Magazine 
households surveyed own 


their own home. 
96% of all Elks Magazine households have 
an electric refrigerator; 50.2% have an 
electric range; 55.3% have an automatic 
washing machine; 98.9% have an electric 
iron. In these appliance classifications, 

The Elks Magazine leads all other 
magazines appearing in the report. 


1,176,014 Elks comprise a mass market 
with class incomes the median of which is 
$6,050. The Starch 51st Consumer 
Magazine Report gives the complete picture. 
Just write or phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


THE 


Ted Bates Names Bernsley, 
Bryan; Signs Space Lease 

Ted Bates & Co., New York, has 
appointed S. Cecil Bernsley, for- 
merly director of advertising of 
Food Fair Stores Inc., executive in 
charge of promotional plan devel- 
opment. Bates also has named 
Brantz Bryan, previously with Er- 
win, Wasey & Co., an assistant 
account executive on the Colgate- 
Palmolive account. 

Bates has signed a 20-year lease 
|for about 100,000 sq. ft. of space 
in a 38-story building now under 
construction at 666 Fifth Ave., New 
York. The agency will occupy two 
floors when the building is com- 
pleted in November. 


MacManus, John Expands 

MacManus, John & Adams, 
Bloomfield Hills, Mich., has leased 
|more than two floors in the new 
Gleaner Life Insurance Bldg., near 
the agency’s present headquarters. 
Coupled with the additional space 
|recently acquired in New York, 
the agency reports that its physical 
| facilities will now be doubled. 


Poole Sells KBIF Interest ~* 
John Poole Broadcasting Co. has 
reached an agreement with David 
T. Harris, manager of KMJ, Fres- 
|no, Cal., and Ethan Bernstein, of 
| the station, to sell them a control- 
ling interest in KBIF, Fresno. 
Poole will retain a substantial in- 
| terest in the station. 


Nielsen Elects Lochen VP 
William J. Lochen has been pro- 
moted from department manager 


and will direct all Chicago produc- 
tion departments for the food-drug 
division. 


to vp of A. C Nielsen Co., Chicago, | 


LATEST ABC PUBLISHER'S STATEMENT OF SEPT. 30, 1956 


Now, almost 4 to 1 lead 


any other publication. 


area and state markets. 


... in covering more of the Mississippi market than 


PLUS . . . lowest milline rate to reach the Jackson trade 


.. . Still leading by nearly 3 to 1 in coverage of both 


Jackson & 16 county retail trade area. 


Morning — Evening — Sunday 
EPRESENTED BY THE KATZ AGENCY I 


-CO-OWNERS WJTV (TV) WSLI 


(RADIO) 


Advertising Age, February 18, 1957 


Getting Personal 


William P. Wright Jr., J. Walter Thompson Co. vp, has been elect- 
ed chairman of the textile section of the New York Board of 
Trade. . . Robert D. Buckalew, marketing vp at Roger & Gallet, 
New York, is back at his desk after a three-week European business 
trip which included an international sales meeting in Paris... 

Geare-Marston, division of Ruthrauff & Ryan, has received one 
of the 17 “Best of the Year” awards given during the annual Print- 
ing Week of the Printing Industries of Philadelphia. The award 
was in the stationery category for the agency’s new letterhead, en- 
velope and sticker. . . 

Meade Brunet, RCA vp, has been named vice-chairman of the 
board of trustees of Union College, Schenectady, N. Y... Harlan C. 
Judd, treasurer of Wilson, Haight, Welch & Grover, Hartford, Conn, 
is recuperating from an operation... 


SOMETHING IN COMMON—Kip Farrington (left), vp of Kelly, Nason 

Inc., and author of “Fishing the Atlantic,” discusses the soon-to-be- 

published book, “Underwater World,” with its author John Tassos, 

promotion director of Kenyon & Eckhardt. The occasion, appropri- 

ately, was a meeting of the Advertising Sportsmen’s Club at Toots 
Shor’s. 


John T. Hoole has retired after 44 years of advertising sales with 
Automotive Industries and the Chilton Co., Chicago... Young & Ru- 
bicam staffers have formed a rod and gun club and have elected the 
following officers from the office management department: George 
G. Fiske, president; Frank Miller, vp; Morton Scharfman, secretary; 
and Anthony Rizzuto, treasurer... 

Jane Loys Gregory and Edward Robert Brooks, ad manager of 
Peter Hand Brewery Co., Chicago, have announced their engage- 
ment... Another recent engagement is that of Virginia Carden Dorr 
to Peter Christian Wiese, son of Otis Wiese, head of McCall’s. . . Hen- 
ry Malloy, in the research department of Ted Bates & Co., was mar- 
ried Jan. 12 to Vivien Goodman, daughter of the president of Berg- 
dorf Goodman, New York specialty shop... 

Malcolm S. Forbes, head of Forbes Magazine and New Jersey state 
senator, has entered the state GOP gubernatorial fray with the sup- 
port of 14 of the state’s 21 counties... 

James Webb Young, JWT senior consultant, is back at his Rancho 
de la Canada near Pena Blanco, N. Mex., fully recuperated from a 
bout with virus pneumonia in a Santa Fe hospital ... 

Westinghouse Broadcasting Co. has awarded Lou S. Simon, sales 
manager of KPIX, San Francisco, and William J. Williamson, sales 
manager of WBZ-WBZA, Boston and Springfield, a 1957 Dodge plus 
$750 worth of Westinghouse appliances apiece. The two showed the 
highest percentage increase in sales for the last half of ’56, com- 
pared to the same ’55 period... 

Ellen Marie McGraw, granddaughter of Warren Kelly, advertising 
vp of the New York Daily Mirror, will be married March 2 to 
George M. Brew... 

Kathleen Bolin, daughter of Roger H. Bolin, general ad manager 
of Westinghouse, and Midshipman Wayne H. McKee, son of Wayne 
McKee Jr., district manager of the U.S. Fidelity & Guarantee Co., 
have announced their engagement. . . 

Station manager Walter B. Haase of WDRC, Hartford, has been 
appointed to the legislative committee of the Hartford Chamber of 
Commerce... Grover A. Whalen, erstwhile “Mr. New York” and 
now board chairman of Coty International and Trans Continental 
Industries, has been elected a director of Allied Industrial Research 
Consultants and its subsidiary, Allied Public Relations Associates . . . 

Ruth Burnham, Life secretary who won the $300 trial psychoan- 
alysis in the Julius Kayser contest, has decided to heck with shed- 
ding psychoses—she’ll pamper her megalomania, instead, by squan- 
dering her prize money on an elegant vacation. Helen Van Slyke, 
promotion director of Glamour, winner of 1,000 subway tokens, hav- 
ing found out what a subway is, hurriedly exchanged her prize for 
$150 and purchased a brass bed complete with tufted red-velvet 
headboard... 

Marshall F. Bachenheimer and Irving Lewis, heads of Bachen- 
heimer-Lewis, New York agency and pr company, have been 
elected to the board of directors of Colt Golf, manufacturer of golf 
balls and putters... 


Harold M. Newman, account exec at Grey Advertising, has been 
elected president of the Dysautonomia Assn., new non-profit re- 
search foundation for Familial Dysautonomia—a rare and little- 
studied disorder of the automatic nervous system. The one symptom 
which invariably appears is the total absence of tears... 
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keewewkkekekkkekekkerekrekkne 
—a major contribution in the public interest 
— made by 


The PORTLAND OREGONIAN 


MILLION DOLLAR INDIAN LAND SWINDLE EXPOSED 


On a tip from an Oregonian reader, reporter Wallace Turner un- 
covered an illegal timberland deal in which two Indian landowners 
had been cheated of several hundred thousand dollars. 

A series of news stories and Oregonian editorials brought the 
FBI into action. Their investigation resulted in a grand jury indict- 
ment of three men, who pleaded guilty. 

The land was resold at public auction, for more than a million 
dollars over the price the swindlers paid. Federal authorities found 
other such deals, and exposed a land fraud ring; several cases have 
been decided, with other startling recoveries for the original owners. 

On sentencing day in the first case, the U. S. attorney addressed 
the court giving full credit to the OREGONIAN for bringing about 
the investigation, indictments and cleanup. Wallace Turner, the 
OREGONIAN reporter who broke the case, received the Heywood 
Broun Award for his part in the exposure. 

Net results of the campaign saw the pirated lands restored to 
their Indian owners for resale, while the guilty received prison 
sentences totaling two years and fines totaling $40,000. 


NO WONDER the people BUY 


56,000,000 newspapers every day, 
, for which they pay $3,500,000 daily 


It is important for advertisers to remember — People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 


NEW YORK ® cHicaco %& DETROIT % PHILADELPHIA % Boston YX sT LOUIS % SAN FRANCISCO % LOS ANGELES % DALLAS % MIAMI 
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Atlantic City Press 


Rolland L. Adams, President 
Gallagher-DeLisser, National Representatives 


Density of population. 

(A year ‘round market of 142,000!) 
Demand for goods. 

(225 million yearly in retail sales . . 
the 9th highest per capita in the U. S. A.!) 


ATLANTIC CITY 
is New JerseyS 3-D market! 


Here are the 3 ‘'D''s that make Atlantic City the 
best big city market in New Jersey: 


Hearst Names William Fine 
William M. Fine, former West 
Coast general manager of Mc- 
Call’s, has been named publisher 
of Bride & Home, New York, which 
was separated from House Beauti- 
ful last fall. It is a separate unit of 
Hearst Magazines and is published 
quarterly. For many years Bride & 
Home was published under the title 
“Guide for the Bride.” B&w pages 
cost $1,400, four-ccior pages cost 
$2,000. The guarantee is 150,000. 


Lord Baltimore Press to Move 
The Lord Baltimore Press, New 
York, package producer, will 
move into new offices this spring 
at 425 Park Ave. The company 
signed a 15-year lease for two of 
the tower floors in the office build- 


Depth of coverage. 

(Only the Atlantic City Press gives you real 
coverage. It is read by over 80% of the 
families in the Metropolitan Area!) 


Put the Atlantic City Press on your media list 
and see what a difference it makes! 


ing now being completed. 


|in the move. 


Thor Tool Moves to Chicago 
Thor Power Tool Co. has moved 
its executive offices from subur- 
ban Aurora to the Prudential Bldg., 
| Chicago. All executive officers in 
| management and sales are involved 


HE’S READING HIS NEWSPAPER 


Says A. C. Scott, president of the Geo. F. Alger Company, large Detroit trucking concern: 
“Transport Topics has top priority with me. I go through 
it carefully the moment it’s delivered to my desk.”’ 


“TRANSPORT TOPICS is my favorite publication in 
the motor transport field,” continues Mr. Scott. “I 
like it because it’s a weekly — and therefore timely 
— and also because it reports all the news of the in- 
dustry in easy-to-read newspaper style. I’ve subscribed 
for all of my supervisory people and terminal man- 
agers — I’m even sending it to a number of top 
executives in firms we do business with.” 


TRANSPORT TOPICS is a newspaper, written and 
edited by top newspaper men to provide America’s 
for-hire carriers with up-to-the-minute news of sig- 
nificant happenings affecting their industry. 


It is the only national weekly in the truck fleet 
field. It is the only publication in the truck fleet field 
to reach the 18,000 I.C.C. authorized for-hire carriers 
—and this $6 billion gross revenue for-hire truck 
fleet market accounts for — 


* * * 300,000 power units, many of them requiring 
replacement annually by new truck tractors suitable 


for the for-hire segment of the trucking industry. 
Large private carriers also buy thousands of new 
trucks each year. 


* « © 1/3 of all truck ton-miles — which means a 
proportionately greater market for gasoline, tires, 
motor overhauls, and other replacement business. 

* « © 30% of all tractor-trailer combinations on the 


road. These are in addition to the big rigs operated 
by large private carriers who read TRANSPORT TOPICS. 


In addition to being the Number One publication 
for the profitable for-hire market, Transport Topics 
also reaches around 5,000 private carriers and ship- 
pers who also buy or influence the buying of sub- 
stantial amounts of transportation equipment. 


If you’re an advertising agency with a client who 
manufactures anything used by the trucking industry 
—or an advertising manager of such a manufacturer 
—Transport Topics should be on your schedule. 


Crausport Topics 


In Its Twenty-Second Year 


National Newspaper of the Motor Freight Carriers 


@ 1424 Sixteenth St., N.W., Washington 6, D.C. 


Advertising Age, February 18, 1957 


‘Manufacturers, Not 
| Supermarts, Sell 
Brands, Says Grocer 


HOLLywoop, Feb. 12—Supermar- 
kets are the final battleground for 
products and labels, but they long 
ago ceased to sell merchandise, 
Ted Von der Ahe, vp of Von’s Mar- 
ket chain, told members of the 
Hollywood Advertising Club last 
week. 

Mr. Von der Ahe said today’s 
supermarkets sell service to con- 
sumers by providing the conven- 
iences of location and parking, 
products and prices. The actual 
demand or acceptance for a specific 
brand must be created by the man- 
ufacturer, he declared. 

When the product and customer 
meet face to face, if they are “old 
friends” the product moves off the 
shelf and past the cash register; if 
they are not friends, the product 
moves off the shelf to be replaced 
by another product, he said. Every 
label must pay its own way, Mr. 
Von der Ahe added. 

He said manufacturers should 
look at their products in the same 
manner as a market purchasing 
agent. These questions should be 
asked: Is the product functional? 
Practical? Competitive? New? Does 
it provide an extra service? Or is 
| it the same as another label in its 
| same classification? How many po- 
tential buyers does it have? 


s The answers to these questions 
are vital because of today’s multi- 
plicity of brands, he asserted. For 
example, although only 9% of all 
families are prospects for cat food, 
there are more than 20 cat food 
|labels in Southern California, of 
| which three do 60% of the busi- 
ness. What to do about the other 17 
labels? he asked. 

Manufacturers and their repre- 
sentatives should have the answers 
to such questions, Mr. Von der Ahe 
|asserted. They should be able to 
talk potential sales, with proof 
of sales velocity elsewhere, with 
the conditions of such sales docu- 
mented. 

Market operators also want to 
know what advertising and promo- 
tional effort is behind a product, 
with emphasis on promotion, he 
said. This information should be 
| accompanied by some assurance of 
continuity of such support. 

All these factors are increasingly 
important to food retailers, Mr. 
| Von der Ahe said. Various govern- 
ment regulations make it difficult 
for the retailer to get his profit 
from buying, as was possible in the 
past. Profits now come from sales 
only. 


s Mr. Von der Ahe said that nar- 
rowing profit margins require in- 
creasing vigilance of operators who 
cannot afford to handle products 
which do not pay their share of the 
rent. Markets are big business, he 
said, giving these basic costs for 
getting a new market under way: 

A building costs from $10 to $12 
per square foot. To compete a mar- 
ket must cover from 30,000 to 40,- 
000 square feet. From $150,000 to 
$200,000 is required for fixtures. 
Inventory cost is between $100,000 
and $200,000. ° 


Lee Patton Joins Maxon 

Lee Patton, formerly vp and spe- 
cial sales consultant of Certif-A- 
Gift Co., Evanston, Ill, has joined 
the Chicago staff of Maxon Inc., 
as an account executive. He also 
has been with Needham, Louis 
& Brorby and Foote, Cone & Bel- 
ding. 


Isbell Joins Peters, Griffin 

Barton C. Isbell Jr., formerly of 
the media department of Lennen & 
Newell, New York, has been ap- 
pointed manager for radio in the 
Atlanta office of Peters, Griffin, 
Woodward, station representative. 
He succeeds James M. Wade, who 
resigned. 


Le lo ee ee ee a ee es air eM ee ae fil aN eh i Sate ee ee See a ee ene 
aes Se a kk je eee ieee eg fe Pe a aa ee a oe ah, A A yes ae ar Sl oe ek ae 
ie ie, A 0 ile teat a eR ST OE ALK , ate a ears il eR kh ee ok a << o es : eae aa ee. tek | * a ee fest See ae merce a ae abate eas 1 85, 07! > ee ty in 
as ee ee ae <gaee es 2 oes a: See ae eet oe) se — 1) Ae eee 3 | Oui cr ee eee ey yt a sit 2 os eh 
bt coal je 
5 a 
ae A 
: ¥ 
9 ee 
“ ° a | 4 
| kes... and 4 
ra 
: oe¢ ¢ 
: bod j ‘ > <a - 
ee ‘ee —— of zi 
ee if a g me 
3 ada i. 
4 -_ : eo } e: 5 
a \} YT 0) j - 
=. 2. KV § (Siar . 
var ee WL) ¥ N : m 
ia vk z . 
me —) Gre y ‘4 
ai oS . — =A q e 
‘ RS Sy yy — “<i> a ’ ove f 
: as 4 : 
= ; a 5 a E 
goa ' * oe Le ar , 7 
ces Pa 4 
Bk ‘ \ owes me 
or > Bo 
ae, oe », me 
ae ‘ i 
oe . < bee ‘s : a 
ee te8e- - os os ) ie 
o> 3 ge iy ‘ SeseEF "" q 
“Ane wii@@ 835555500 ¥ | 4 
Pee win.-== B 
ane 7 stbeeeeen a 
ie _ es 
Pic. ae ; ee 
a. 
s mt 
- C 
* a 
gee Po = 
hater @ 
2 ite, CC ie 
7 ieee rea ; ¥ 
— 
ey TT = 
zeal — , ———— a 
: e vAq Y, hal - 2 wrt.) & te ' - 
j AA ‘> ; . : 2 . 
f 4 2 ' ; 
2 : § : ‘> ‘ : aS" san a - 
oe ¥ N # Mg > - y ae im a 2 
; sie 3 : ™y 4 ne F Sy ioe ‘ ¥ a j 
e_- y 2 3 ” \ Se : mA : 
¢ } ; We 
(esas a = ; ’ . % _ as oe ae . 4 
eae a 3 — nT ¢ | ee ee lag \ — 
nae: he a Se 4 * = Cee he 7 —s | ‘ ae hie’ re So ae ] . 
ees rg ea es ree ee ‘ . _ ee a Sie »/\ 
ewe ry dete ae) ‘ye oS, hae | : " / : > alia ae A. 
eae aes e ae ee A te 4 NN Ae is ar ne ee 
Ae leg wie va “) rie . Ge» : rs ae A te 
ve ah = “a io b ac Bee 7 i “Ft ee 4 i Fas fr 3 sob 4 ij Af * 
LaPeer: eo ae a ’ | RE ee) Tee. 7 ais } we 1 ee ts 
pes co. _ _ a a a ma tae eee ae 4 = 
eee ae co ee goa ee ae sie ‘ “ : “ : 
Fle Se ee ae ee Wardle Neate i ta ie eS a 
pan) oe : pes =" See SC a ie " ioaby es oy tee ee . ee id Bed " @o4 
wae a oe ca eae, og aaa eS 2 Sh os, ee ar! ,; : (a) sae ae os 
ala Pe eee ee a egies 5 ge ae d is P 
= ee ion ae. 2 ee ree eee 8 2 Yt ae ot ae a im ee 
oo ee oe eee a. ee oe * ee SE eee oe 
a Peo See oa es eee eta: ee. Oh ae. ——. re ee ee” ie | Oe 
= | ea eae a + re it Sere ea Y acs ne : ot oe ees ee 
a8 Bt eo. 28, a eee, + AS os me oe 2 tp ov ath Peay ve eee e ae POS ‘ E 
cee 16. pe a «a A eam “nee ee ctl Peat \ t o* aa Sa! DE Ee: eae eS ee 
rae 4 Dies sie, ; mes. fe ve Se eo) ry ga es a sp" grto™ iS gis 7 Fiat ed ak Se ane eee ‘i 
= Se cee: an Shit, ier ren . Era® gut oe ee ae fe a 
aes Seeey iat eo ee ee a we. Se: eae ae : 
eee $s iF nie aed a ae ot Meee. vee % \ SS 3 +50 | “es a + oe | ; 
whe ee, & ae —— a . ¢ 
a es i a ae ae Pgs <0: a - WS Te ae : = 
ee ee ae ee E>. ee “7 i a ri + od 
7 ts ee ee oie ate —— , == aa jigs Bee. SA er +2 
oe Sie 7 oath, Sis ig x nn —— 2 Oe Pa 9 ae is 
on eee ee kal BS = ae s 
tena ee > ae eee hpi ot an aati d a = sa , a PS dt "geen I iB -s ily 
5 a eae a a oe ea ie eis Eee ea ae Q 
aes! oe Seen na ~ ae Mec a es . 
Tapia & bei 
ee ee 4 es 
a oe sire 
se cae < 
‘ fs, cal 
plone ae 
ae -) ae 
oe z 
ay, 2 
oes j 
Bet cP, oS 3 
Be a } 
aig gS * 
mee aes - 
st ' 
an tee 3 
Yee ; 
Sy Gets | > 
ea aah eet a4 
wen 
S - ee | 
; bres . . . | i 
” ee ee , 
pia aaae | * 
Po a 
: | ; 
ee , 
aes “4 
tal « a 
> * c i » 
{ean 
- = | 
rest), we = = a : : * , avy ; F oes , iit 5 ae =< : fh SERS Pe F : a Z ; ‘ 
ie Rt ov tS ee re eer eae eR NY ee ee Cre, eres ig Lees Re eS Ge en tee Eee eo, army T iat Wetec 
4 : ay ets ic he } hae, em Bs i ea eels eo ark We OS re ages ee ie 2 Ria a ae RE aid sh ee pied cee Z (are eae ee eee eg 
; oe Sale fe nae 9 ot ae te ae P oe ‘ : pari Se < | ne ae te Se ; ins oes 1 pay ‘ Dee ue es Pee E oe oan Re a ae ee a as 7 iat tee pe 
2 ; ee “go i & ¢ en Fe res a rity Se iets ie k ie a 70 ths em | iF et ; han. kK Ses Bega 4 sy 5 2 ue eee = ie oe 
+ bE 0g Bees a a ee econ ee cin ee ec Sane Nh a op HS is aia” SU iG aS eee ot olen are hig m age Seen ce ca ae ae Samy one  t ee eee a a : * 
+ ‘ake ee & i E 4 : = ea ry atte Pre? ree 3 oa “cryin aes i See eae hi gid bp oa “A oe, pe ae ere eh eg as. BEA. Pear en cose 4 Cees BF {aes oe Ble 5 Sk ONE caliper Oo ES ee ASR Zvi ony en a ow oa = 
PRs 3 2 e ? Bes es el a VEE Spa aC MOE, F eB a ic Satine “soll gi tag Teas ees Te ep = aes 5S eae poe epee eet wes ptare Svea + 2a Se Aa me ne ee P 


i 


WHEN SKIS ARE SELLING” 
IN BUFFALO... 


TENNIS 


RACKETS 


ARE SELLING 
IN NEW ORLEANS! 


Home Edited Gravure Magazines 


Permit You to Time 


Your Advertising to “Peak Seasons” W 
...MARKET BY MARKET! 


In this vast and diverse land of ours there is a peak season 
for practically every item of merchandise or service. Not 
only skis and tennis rackets but the vast majority of prod- 
ucts move in accordance with seasonal changes — and the 
seasons are so different. 

Is your product one of these? Can you afford not to choose 
the best time to tell your sales message in each of our great 
metropolitan markets? 


The 51 home-edited gravure magazines share the priceless 
ability of all newspapers to be always on time, everywhere! 


GOOD PLACE 
TO TEST 


GRAVURE MAGAZINES 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST © HOUSTON CHRONICLE 
INDIANAPOLIS STAR ©* LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REFUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLADE 
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“It helps us build an effective program to reach “Very helpful to us—it shows how farmers make “We are able to use this significant information 


Iowa's sizeable sales ntial.’’ —x. H. ERICKSON, u their minds to buy... with research accuracy.” which you give us ona da -to-day basis as well as 
y y ‘ 
DIRECTOR OF MARKETING, ADVERTISING; NORTHRUP, KING —EARL HODGSON, PRESIDENT; AUBREY, FINLAY, MARLEY 


AND COMPANY, MINNEAPOLIS. 


& HODGSON, INC., CHICAGO. 


for long-range planning.”’— oy mM. BooTEN, PART- 
NER; BRUCE B. BREWER & CO. 


Iowa farmers reveal sources of information in 


INFARMATION 


PLEASE!” 


3 


SCIENTIFIC AREA SAMPLING SURVEY 


conducted by the Statistical Laboratory of Iowa State College 


Where do farm people go for information? 
Which periodicals do they depend on most for 
help? In which publications do they place the 
most confidence? 

Revealing answers to these and many other 
questions are compiled and analyzed for you in 
“INFARMATION PLEASE No. 3”. This accurate 
measure of the lowa farm market, prepared by 
the Statistical Laboratory of lowa State Col- 
lege, is based on scientific survey methods. 
Members of the staff of the Laboratory designed 
the survey and compiled the results. Their in- 


RICHARD S. PIERCE, PUBLISHER 


terviewers gathered the information. 

If you’ve had copies of previous “INFARMA- 
TION PLEASE” surveys you know what a valu- 
able statistical tool “INFARMATION PLEASE 
No. 3” will be. Sources of lowa farm families’ 
information are listed, including radio, news- 
papers, extension workers, farm organizations, 
sales and service people, as well as farm and 
non-farm publications. 

It’s a “‘must”’ for every advertiser who wants 
complete scientific information about the 
nation’s No. 1 farm market. 


WALLACES’ FARMER 
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“The third edition of “INFARMATION PLEASE” ** . . Gives us a summary of facts on media that ‘*_.. Wish there were more such studies so basic to 
will be even more useful in our sales effort than farm people, in a highly important state, use to effective selling of specific markets.’’ —s. u. nuEBEL, 
the two previous editions.” —m. H. KEEL, MANAGER, help them in farming and farm living.’’—conx.n ADVERTISING MANAGER; FORT DODGE LABORATORIES, 
ADVERTISING DEPARTMENT; SHELL CHEMICAL CORP. MANN, SENIOR VICE PRES.; CUNNINGHAM & WALSH, INC. INC., FORT DODGE, IOWA. 


LIMITED EDITION 


JUST OUT 


The supply of this comprehen- 
sive up-to-the-minute study is lim- 
ited. Available free only to farm 
paper advertisers and recognized 
advertising agencies. Regular 
price $10 per copy. 


WRITE: (ON YOUR LETTERHEAD, PLEASE) 


RICHARD S. PIERCE, Publisher 
WALLACES’ FARMER & IOWA HOMESTEAD 
DES MOINES, IOWA 


“Onds ta 


WALLACES’ 
FARMER 
Selection by farm operators of one farm 


publication (from a list of six) in which 
most confidence is placed. 


PUB. A 


DES MOINES, IOWA 
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in Roanoke 


Take a close look at the “Star City of The South.” 


It may surprise you. 


What’s up in Roanoke? Population for one thing. 
Up almost 40% since 1946 against the rise of 19% 
for the whole nation. Buying power is up 86%. 
And retail sales have rolled up an increase of 
155% since World War II, compared to a U. S. 
rise of 92%, 


Besides being the distribution center for a vast 
mountain region, Roanoke leads the area in diver- 
sified industry—which helps maintain a high de- 
gree of employment stability. In addition to its 
famous railroad cars, Roanoke produces fabrics, 
furniture, flour and feed . . . printing, paints and 
plastics. Brand new is the multi-million dollar 
industry controls plant of the General Electric 
Company in Roanoke County . . . a $10 million 
guided missile components plant is under con- 
struction nearby. 


And downtown Roanoke is rolling up new suc- 
cesses every day. Shoppers pour in from far and 
wide, attracted by Roanoke's 1000 new off-street 
parking spaces . . . there's a six-story Miller & 
Rhoads Department Store under construction . . . 
Sears, Roebuck & Company is building a huge 
suburban shopping center . . . others are planned. 
And 1957 is Diamond Jubilee Year in Roanoke. 


If you want your share of the big boom in the 
Roanoke area, PARADE and Roanoke Times will 
give it to you. Each Sunday they call on every 
home in town, Each Monday they begin to move 
goods off dealers’ shelves all across town, 


PARADE... The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets . . . 
with more than 15 million readers every week. 


| -s= TH 
oi a TAL OU 
| 5109 MILLION CAE Financing 


| 
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How big is [TZ 0 
in Roanoke? 

(Per cent of families reached ) 
LOOK.........9.4% 
POST .. ...... a08% 
LIFE........12.0% 
PARADE... . 100.0% 


Metropolitan County Area 
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' ROANOKE TOE 


. areas — 


Represented nationally by Sawyer-Ferguson-Walker Co. 
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| Sterling Drug Names 


Thompson-Koch to 
Handle D-Con Unit 


Cuicaco, Feb. 12—In the wake of 
the purchase of the d-Con Co., 
manufacturer of rodenticides and 
insecticides, by Sterling Drug, | 
New York (AA, Jan. 21), some 
changes have been made in d-| 
Con’s agency and management set- | 
up. 

Thompson-Koch Co., New York, 
a longtime Sterling agency, has 
been named to handle d-Con’s ad- | 
vertising. The account formerly 
was handled by Leeds & York, a d- 


Con “house” agency, and Arthur 
|Meyerhoff & Co. Reportedly d-Con 
had an advertising budget of about 
| $1,000,000 in 1956. 

| Two Sterling executives, Frank 
|Corbet and Louis J. Didona, are 
now at d-Con in the roles of presi- 
dent and advertising and promo- 
tion manager respectively. Sterling 
will operate d-Con as a subsidiary. 


® Meanwhile, four former mem- 
bers of the d-Con management) 
team have organized the Leeds| 
Chemical Products Co. The new 
|company will market M-O-Lene, a 
| rug cleaner, and Wool-O-Lene, a 
| wool cleaner, both formerly d-Con | 
|products, and Robot Gardener, a 
fertilizer spray. 

The Leeds executives and the 
positions they held with d-Con are 
Leonard Ratner, board chairman; 
Alvin E. Eicoff, vp in charge of | 
| advertising; Harold Sugarman, vp 
|in charge of administration, and 


|Paul Cunningham, a vp. Mr. 
Ratner is president of the new 
company. 


Advertising for Leeds Chemical 
will be handled by Leeds & York. 
Mr. Eicoff, who is advertising man- 
|jager of Leeds Chemical, also is 
president of the agency. 

Jerome S. Garland, former d- 
Con president, is being retained by 
Sterling as a consultant. Martin 
Mendelsohn, former d-Con vp in 
charge of sales, has opened his 
own manufacturer’s representative 
business, Walton Associates. ~ 


of Trial Facts by 
Providence Paper 


Providence Journal-Bulletin has 
been ordered by a trial judge to 
cease publishing facts about prin- 
cipals in a murder case which have 
not originated in court records. 
References found objectionable 
by Superior Judge Eugene L. Jal- 
bert in the trial of John F. Maza- 
rian were to two men whose names 
were introduced into testimony as 


der scene. 


strangled some time later and the 
other had been placed under bond 
in a burglary charge after the 
shooting. 


s Editor Sevellon Brown said the 
men had been identified to make 
the story clear. He said there had 
been no intention of prejudicing 
the jury against the defendant, 
and that the newspaper would 
|continue to report the trial with 
“scrupulous regard for the consti- 
tutional rights of the defendant 
and complete respect for the court, 
consonant with the newspaper’s 
responsibility to give its readers a 
full, fair and accurate account of 
the proceedings.” 7 


DeVitalis Named A.M. 

William M. DeVitalis, formerly 
eastern advertising manager of the 
American Legion Magazine, has 
been appointed advertising man- 
ager. 


Advertising Age, February 18, 1957 


Judge Bans Reporting 


PROVIDENCE, R. I., Feb. 12—The | 


having been present at the mur-_ 


The Journal-Bulletin added to | 
its story of the testimony that one | 
of those named had been found 


MPA Chooses Chairmen 


The Magazine Publishers Assn., 
New York, has named its 1957 


| committee chairmen. They are O. 


G. Schaefer, Meredith Publishing 
Co., advertising; Ralph Flynn, 
Popular Science, business manage- 
ment; Wade Nichols, Redbook, ed- 
itorial; George Hecht, Parents’ 
Magazine, finance; Arthur Gray, 
Street & Smith, general operations; 
Eliott Odell, Farm Journal, meet- 
ings; Richard Babcock, Farm Jour- 
nal, membership; Roy Larsen, 
Time, nominating; C. C. Westland, 
McCall’s, paper; Philip Ewald, The 
New Yorker, public relations; 
Theodore Zignone, Parents’, taxa- 
tion, and John Roemish, Hearst 
Magazines, transportation. 


Snowden Joins BofA 


Byron S. Snowden, formerly spe- 
cial events manager of the Ply- 
mouth division of Chrysler Corp., 
has joined the Detroit office of the 
Bureau of Advertising, American 
Newspaper Publishers Assn., as an 
account executive. 


KOIN-TV 
“High man 
Totem Pole” 


PORTLAND, ORE. 


& 
Pa 
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CHECK THE RATINGS 


@ 56.2°%, Share-of-Audience in 
Metropolitan Portland. 


e@ 13 of the Top 15 Weekly Shows. 
@ 9 out of Top Ten Multiweekly. 


} 


Source: November 1956 Portland ARB 


KOIN-TV \ 


Represented Nationally by 
CBS Television Spot Sales 
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“We sell more bread per dollar 
by concentrating on Spot-TV,” 


says Lloyd Goeppert, head of 
Harvest Queen bakeries, 
regarding results produced by 
Station KFRE-TV, Fresno 


Doesn't more-bread-per-dollar sound like a mile- 
age claim, Mr. Goeppert? 


And well it might. Through Spot-TV we've been 
able to move ahead in sales without a propor- 
tionate increase in our budget. 


What type of TV are you using? 


A daytime half-hour, five days a week, with 
ventriloquist Jimmy Weldon and Webster Web- 
foot, his ducky little dummy. Groups of young- 
sters participate every day, too. 


Are children your primary market? 


Not entirely, though they eat more bread than 
many adults. Also they influence to a high de- 
gree the brands of food a family uses. What's 
more, Webster Webfoot can emphasize the bene- 
fits of eating bread in a way that’s far more 
effective than parental coaxing. 


How much of your budget goes to Spot-TV? 


About 80 percent. Our competition is plenty 
tough — with national brands outspending us 
2-to-1 or better. To make a real smash with our 
budget, we decided to concentrate on the young- 
sters—so naturally we turned to TV. 


Why did you pick KFRE-TV? 


For several reasons. I consider it the most pro- 
motion-minded station in the San Joaquin Val- 
ley. Besides when we started looking for talent, 
the station showed initiative in bringing Jimmy 
Weldon up from L. A. for auditions. As a 
clincher, it gives us the best coverage. 


Do you have figures on viewers-per-set? 


Yes, about 2.7—and audience-checks indicate 
that when the show winds-up at 5 p.m., 53 in 
every 100 viewers are adults. 


Is TV proving a good-will builder? 


Emphatically yes. Parents like the show's whole- 
some character. And the good will has a cash- 
register effect, because Harvest Queen sales are 
gaining at a rate we never attained before. 


LLOYD W. GOEPPERT, who owns and oper- 
ates Fresno’s major independent bakery, puts 
80% of his advertising into Spot-TV. Despite 
heavy chain-bakery competition, Harvest Queen 
Bread is forging steadily ahead in the San 
Joaquin Valley. 


Television's 
BLAIR-TV 
For sales building availabilities on these major-market stations ...Call National 
Representative 
WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO.-TV—Providence WEWS—Cleveland KFRE-TV—Fresno WABC-TV—New York 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma | WXYZ-TV—Detroit KVOO-TV—Tulso WIIC—Pittsburgh WCPO-TV—Cincinnati | KGO-TV—San Francisco | WFBG-TV—Altoone 
WOW-TV—Omaho KTTV—Los Angeles WABT—Birmingham | WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghamton WMCT—Memphis KFJZ-TV—Dallas-Ft. Worth) KGW-TV—Portland 


OFFICES: NEW YORK * CHICAGO * BOSTON * DETROIT + ST. LOUIS + JACKSONVILLE * DALLAS * LOS ANGELES * 
TEmpleton 8-5800 SUperior 7-5580 HUbbord 2-3163 WOod'rd 1-6030 CHestnut 1-5688 Elgin 6-5570 


SAN FRANCISCO * SEATTLE 
Riverside 4228 = DUnkirk 1-3811 YUkon 2-7068 Elliott 6270 
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Sales Per Household in Pontiac, Michigan 
$7,563 


96% Above U.S. Average: 2nd Highest” 
Among 10 Top Cities of Michigan 


a cca wopecstsadedees 83,400 NET PAID 
eee oe ET Te 23,480 57,312 
Consumer Spendable income .... $162,784,000 . 
ant Gree ......... 7,103 97.4%, Home Delivered 
» Total Retail Sales ............ 177,584,000 
Sea Sales per Household .......... 7,563 
a 36,976,000 
a 5,595,000 
ata... 49,377,000 PONTIAC, MICHIGAN 
GORTEE ss bd ccc cecccee 15,330,000 SCOLARO, MEEKER & SCOTT 
——_....... <a New York, Chicago, Philadelphia, Detroit 
Filling Stations ........... 10,174,000 DOYLE & HAWLEY—Los Angeles, San Francisco 


(Source 7/1/56 SRDS of rk 


7 OUT OF 10 PRESS HOMES 
TAKE NO OTHER DAILY NEWSPAPER 


David Smith, 84, 
Veteran Canadian 
Newspaper Man, Dies 


Fort Wit.ii1aM, Ont., Feb. 12— 
David Smith, 84, charter member 
of the Canadian Press and part 
owner, managing director and 
secretary-treasurer of the Fort 
William Times-Journal, died here 
Feb. 10. 


member of the Western Associated 
Press from its founding in 1907, 
he became, a decade later, one of 


cessor organization, the Canadian 
Press. At his death he was the 
only charter member still active 
|in the organization. He served as 
a director in 1943-44 and in 1947- 
50. 
A staunch believer in the eco- 
| nomic future of northwestern On- 
|tario, Mr. Smith took an active 
part in civic affairs, but he con- 
|sistently declined to take public 


Here’s a real eye opener, Mr. Halfaway, 


Salt Lake-Ogden-Provo is one of the first forty markets 


You can bet your last shirt on the retail sales and potential 


of the Salt Lake-Ogden-Provo market 


. one of the first forty. 


Retail Department Store Sales $1,738,000" . . . quality index—120.? 


TRI-CITY 549,000 pop. 
27-COUNTY MARKET 846,000 pop. 


KUTV 


CHANNEL 


KTVT 


100% unduplicated TV coverage?® 


92% unduplicated TV coverage* 


KSL-TV 


CHANNEL CHANNEL 
Avery-Knodel, inc. Katz Agency, Inc. CBS-TV Spot Sales 
National Representatives National National Representatives 
A.B.C. 


N.B.C. 
Offices and studios in Salt Lake City, Utah 


1. Sales Management May 10. 1956 
2. Seles Management Neo. 10. 1956 
3. Necken Corerage Seruce 1956 


Mr. Smith had spent 70 years) 
in the newspaper business. A) 


the charter members of the suc- | 
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office. Until he reached his 80s, 
he played golf two or three times 
weekly. 

His two sons were associated 
with him in business, William D., 
as assistant manager of the 
Times-Journal, and John A., as 
district news editor of the news- 
paper. 


RANDALL B. HARA 

Key Biscayne Fia., Feb. 12— 
Randall B. Hara, 67, a past pres- 
ident of the Canadian Daily News- 
papers Assn., and former adver- 
tising manager of the Toronto 
Telegram, died Feb. 4 at his home 
here. 

Born in Watertown, Mass., Mr. 
Hara went to sea at 17 and 
served in the U.S. Navy during 
World War I. Later he joined Tide 
Water Oil Co. and for several years 
was Canadian manager of the com- 
pany. From 1937 to 1953, Mr. 
Hara was advertising manager of 
the Toronto Telegram. 

During World War II he was 
chairman of a committee of Cana- 
dian publishers and advertising 
agencies responsible for advertis- 
ing war bonds. Known as Cap 
Hara, he wrote a number of sea 
stories which were published in 
magazines in Canada and the U.S. 

He retired in 1953 and for the 
past three years has been adver- 
tising representative in Florida for 
the Telegram and other Canadian 
newspapers. 


JOHN J. McCARRENS 

CLEVELAND, Feb. 12—John J. 
McCarrens, 52, associated with the 
advertising department of the 
Cleveland Plain Dealer 29 years, 
died Feb. 4 of a heart attack in 
his suburban home. 

Mr. McCarrens started as a clas- 
sified ad salesman, became assist- 
ant manager and then head of the 
classified department. He entered 
the Navy Air Corps in 1943 and 
rose to lieutenant commander. 

Upon his return from service, 
Mr. McCarrens directed the Plain 
Dealer’s market research activities, 
then was transferred to the display 
sales staff. He retired in 1953 be- 
cause of ill health. 

He was the son of the late John 
S. McCarrens, once president of 
Forest City Publishing Co., which 
owns the Plain Dealer. In 1943, the 
elder Mr. McCarrens was shot to 
death in his office. 


KENNETH K. DEAN 


San Francisco, Feb. 12—Ken- 
neth K. Dean, 63, publisher of 
Good Packaging and executive sec- 
retary of the Western Packaging 
Assn., died Feb. 5 at Kaiser Foun- 
dation Hospital, in Walnut Creek. 
He had been in poor health for two 
years and had been seriously ill for 
a month. 

Mr. Dean had been a figure in 
the business magazine publishing 
field for many years and at the 
time of his death headed Pacific 
Trade Journals, Berkeley. He 
helped establish the Western Pack- 
aging & Materials Handling Expo- 
sition and was a charter member 
of the packaging association. 


EDWARD V. KEEFE 


| Burrato, Feb. 12—Edward V. 
| Keefe, 65, former advertising sales 
promotion manager of the Buffalo 
| Courier-Express, died Feb. 4 of 
a heart ailment in Buffalo General 
| Hospital. He retired from _ the 
newspaper’s advertising depart- 
ment last year. 

Mr. Keefe was named ad sales 
promotion manager in October, 
1951, after serving with the Cour- 
ier-Express ad department since 
1934. 

He originally joined the old Ex- 
press following his high school 
graduation. He worked in the trav- 
el department. When the Courier 
and Express merged, Mr. Keefe 
was secretary to the late William 
M. Ramsdell, publisher of the lat- 
ter daily. 
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“You mean that's ali there is... 
no cord or anything?” 


al 


| 


THAT'S Alt—Sonotone Corp., Elms- 
ford, N. Y., launches a $250,000 | 
magazine and newspaper campaign | 
this month for its thumbnail-size 
hearing aid. This page first ap- 
pears in the Feb. 25 Life. 


Sonotone Schedules 
Push for No-Wires 
‘222’ Hearing Aid 
EumsForp, N. Y., Feb. 12—Sono- 
tone Corp. plans a $250,000 in- 


_ FCC Approves California 


Broadcasting Applications 

The FCC has granted the un- 
| opposed application of Carroll R. 
Hauser for a new tv station at 
| Eureka, Cal. Mr. Hauser owns 
KHUM, Eureka radio station, and 
has an interest in station KVEN, 
Ventura. 

The FCC also has approved as- 
signment of license of KROG, So- 


George E. Johnstad for $30,000, | 
and transfer of control of KECC, | 


Pittsburgh, Cal., to John F. Mal- 
loy & Associates for $105,000. 


Doremus Appoints Tonks 


Neal E. Tonks, formerly a prod- 


uct director for the Chix baby 


product division of Chicopee Mills, 


has joined Doremus & Co., New 


York, as director of product mar- | 


Specialists in 


SCREEN PRINTING 


INCORPORATED 


|nora, to Walter T. Eggers and 


keting and merchandising. 


BOX 2017 TULSA,OKLAHOMA 


troductory magazine and news-| 7 


paper campaign to launch its! 
“revolutionary” thumbnail-size 
all-at-the-ear hearing aid—the 
Sonotone “222.” Nationwide mar- 
keting starts this month through | 
Sonotone’s 750 sales offices; retail 
price is $249.50. 

Sonotone’s advertising director, 
Leonard Kane, said the new hear- 
ing aid has no external apparatus 
—none of the usual dangling 
wires or vest pocket attachments 
—and fits entirely in the ear. 

The company, he said, will kick 
off its largest advertising cam- 
paign with a full page b&w ad 


in the Feb. 25 issue of Life, fol-| 


lowed by ads in the March 9 is-| 
sue of The Saturday Evening Post | 
and the April 16 issue of Look. | 
Additional insertions are planned. 
The ad will show the aid as worn 
in the ear, using the theme, “This | 
is all there is.” 

The company introduced an all- 
at-the-ear hearing aid in the 
spring of last year (AA, March 
14, ’56). 


| 
| 
| 
| 
} 
| 
| 


® A newspaper advertising cam- 
paign in 400 dailies, using 2-col- 
umn, 90-line units, will begin 
this month for what Sonotone de- 
scribed as the smallest (.3 cu. in.) | 
and lightest (half oz.) instrument | 
ever produced. Mr. Kane said ra- 
dio and television will be used 
later this year, but no schedule has 
been worked out. 

Sonotone simultaneously intro- 
duced a second miniature aid for 
men and women who wear glasses 
—known as the “333”—which 
snaps on and off the wearer’s 
glasses. No special frames are 
required, and the device can be 
concealed behind the ear or hair. 
The “333” is similar in _ size, 
weight and design to the “222”. 

Direct mail advertising and 
sales promotion will supplement 
the campaign in newspapers | 
and magazines. Doherty, Clifford, | 
Steers & Shenfield, New York, is 
handling the campaign. 


Petry Slates Seminar 
for TV, Radio Personnel 

Edward Petry & Co., station rep- 
resentative, New York, began a 
seminar for the traffic managers 
and personnel of the radio and 
television outlets it represents on 
Feb. 15. 

Plan of the seminar, which runs 
through May, is (1) to exchange} 
and develop ideas to simplify the| 
submission of availabilities, | 
clearance and confirmation of | 
' time and contract execution and | 5 
(2) to bring about a closer liaison | 7 
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ROCKFORD MORNING STAR 


Rockford Register-Republic 


LIST 
REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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REMARKABLE 
ROCKFORD 
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ILLINOIS 
Department Store Sales for the first 9 months of 1956 (latest ts ; 
available) show a greater gain in Remarkable Rockford than . 
in any other city in Illinois... and 3rd largest in the entire 3 
nation. Rockford’s remarkable growth in population and in 
industrial production is creating more income, and resulting F 
in greater sales throughout the metropolitan area. & 
* 
CITY OF ROCKFORD Retes IST CITY IN é 
ILLINOIS outside Chi- % 
Expendable income 34th in USA cage, net using mulli- 
ple county figures. 
Buying Power 36th in USA This reflects the econ- f 
Effective Buying Income $237,660,000 omy and stability of « 
Postal Savings 13th in USA the entire 13 county 
Rockford Market of a ; 


PEOPLE! 


You can get complete coverage of this 
growing Rockford, Illinois market area 
with one buy. Rockford’s two daily 
newspapers give from 30% to more Ki 
than 100% coverage in over 100 towns a 
in 13 counties thru home delivery. Full 


color press facilities available. 
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|pointed manager of the new de- 
‘partment. He joined B&H’s sales 
promotion department in 1954 and 
was named assistant sales promo- 
tion manager in 1956. 


Bell & Howell Sets Up 
Specialty Sales Unit 

Bell & Howell Co., Chicago, plans 
to enter the premium, incentive | 
and award field and consequently 
has set up a new specialty sales de- 
partment. The company’s consumer | 
products will now be available | 
through regular prize and incentive 
houses and from special factory 
agents. Marvin Rubin has been ap- 


Charleston Adclub Elects 

Darwin H. Shopoff, advertising 
director of Tobias & Co., Charles- 
iton, S.C., has been elected presi- 
dent of the Advertising Club of 
Greater Charleston. Other officers 
elected include Charles E. Smith, 
general manager, WTMA, vp; 
Harry Gianaris, Harry Gianaris & 
Associates, secretary, and Albert A 
Boris, advertising manager, Ker- 
rison’s Department Store, treas- 
urer. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those | 
who do the clipping.” 


Art Assn. Elects Officers 
Bob Fox, vp in charge of sales of 
Grant-Jacoby Studios, has been 


Est. 1888 | clected president for 1957 of the 

PRESS CLIPPING Assn. of Art Studios in Chicago. 

T Other officers elected are William 
BA ?-5371 BUREAU Faivre, Vogue-Wright Studios, vp, 


and Stanley R. Anderson, Berlet- 
Anderson-Marlin, treasurer. 


165 Church Street, New York 7, N. Y 


oy 
4 TWO most important 
vehicles for moving food in 


WINSTON-SALEM 
and Northwest North Carolina 


The Journal and Sentinel newspapers 
not only dominate the important 
Winston-Salem retail trade center but 
also reach a combined 75% of 
114,360 families* in the vital 
11-county area of Northwest North 
Carolina—where 1955 retail food 
sales were $101,840,000. 


*1950 Census 


Continuous grocery 
inventory available 

to advertisers and 
agencies 

Every month the Journal and Sentinel 
research department surveys the 
distribution and sales progress of more 
than 450 food brands and sizes in 

the Winston-Salem Metropolitan Area. 
This service is available free to 


advertisers and agencies. Write Journal 
and Sentinel Promotion Department. 


—and the way to influence the food buying habits of 
Northwest North Carolinians is through the pages of the —, 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 


WINSTON-SALEM 


JOURNAL and SENTINEL 
MORNING SUNDAY EVENING 


TWIN CITY 


Advertising Age, February 18, 1957 


Farm Publications Advertising by Classes 


Source: Farm Publication Reports 


1956 and 1955 


1956 1955 1956 1955 
AGRICULTURE $23,908,744 $19,029,537 | RETAIL STORES, SHOPS OR MAIL ORDER 1,130,608 991,838 
General & Industrial Equipment ........ 2,157,721 2,170,665 
nde 4.990.906 4,143,456 SMOKING MATERIALS o....cccccccccseen 991,257 835,514 
Dairy, Poultry & Live Stock Equipment 1,595,528 1,437,096 | INSURANCE AND FINANCIAL .......... 931,754 1,149,759 
Dairy, Poultry & Livestock Feed & Feed 
Santienest 3,835,240 3,552,341 | CLOTHING, WEARING APPAREL, SHOES 670,411 676,804 
Dairy, Poultry & Livestock Health 
Products & Soretens oocccsescsceesosee 3,707,687 2,689,098 | NOUSEHOLD FURNISHINGS ........... 1433 S57 AGB 
Agricultural Chemicals & Fertilizers 3,566,237 3,039,272 | PUBLISHING & MEDIA coco. 378,785 410,792 
Animal Pest Control ..............0+0+00+ 89,406 73,009 | Books, Magazines, Music, Newspapers 336,452 372,509 
Seeds, Bulbs & Nursery Plants 1,337,153 1,277,540 | Radio & TV Statioms ...ccccccccssveeeeenon 42,333 38,283 
Miscellaneous 721,466 647,060 
CLEANERS, POLISHES, SOAPS .......... 370,143 454,335 
AUTOMOTIVE 6,056,685 9,387,875 
Passenger Cars & Bodies... 1,382,403 1,654,984 | SPORTING GOODS AND TOYS ......... 367,311 389,675 
Commercial Trucks & Vehicles ............ 1,816,090 1,642,494 RESORTS, TRANSPORTATION, TRAVEL 306,838 338,070 
Industrial & Garden Tractors ............ 183,114 3,020,888 
Tires & Tubes 1,389,745 1,486,543 Transportation and Travel ............00+ 289,048 314,849 
Accessories, Equipment, Parts & ond ae ore am 
Miscellaneous 1,285,333 1,582,966 | MUSICAL INSTRUMENTS, PHONOGRAPHS, 
SUNDING MATERIALS, EQUIPMENT, RADIOS, TV SETS & ACCESSORIES 192,374 390,087 
FIXTURES 3,451,182 4,364,033 | JEWELRY, OPTICAL GOODS .............. 89,438 165,293 
Building Materials ..........:cssssveeee 2,237,626 2,504,605 
Equipment, Fixtures & Systems .......... 559,143 810,033 | ENTERTAINMENT & AMUSEMENTS .. 65,189 54,759 
Fences, Gates, Posts, Etc. ..........ccccs00 616,495 519,945 
Protective Coatings & Finishes ............ 437,918 529,450 | BEER. WINE, ETC sve 58.485 
FOOD & FOOD PRODUCTS Et) Nie 2,906,267 3,304,996 PUBLIC RELATIONS seeeceseeceeeseeseoosecoress 43,354 152,803 
PINE diiccecccesceecscoccnsescnnsnnce 1,455,870 1,640,004 
Gisiad E Vodinaed toods prey 871,038 | CONFECTIONERY & SOFT DRINKS .... 27,089 73,965 
Food Beverages ......ccccccscsessvsseserseenvene 363,612 _.. a 2. SAE See eee 15,650 10,400 
Miscellaneous Food Products 485,047 393,068 
OFFICE EQUIPMENT, STATIONERY, 
GASOLINE, LUBRICANTS & OTHER WRITING SUPPLIES 00.0.0... 10,640 2,634 
ONO STATED 2,466,006 2,441,637 
HOUSEHOLD EQUIPMENT & SUPPLIES 2,356,945 2,637,919 “> Be oa an ADVERTISING ™ ans ‘ proto 
Major Appli . 1,540,054 1,667,858 OMMELCiAl ...........cceceeereereeee ‘ 168, 
Other Appliances, Equipment & Supplies 816,891 970,061 | CLASSIFIED 1,142,009 1,155,340 
DRUGS, REMEDIES & TOILET GOODS 1,911,078 _—1,851,223 ; 
Beauty Oils, Cosmetics, Health & Hygiene 383,654 564,059 | POULTRY DISPLAY & BREED ASS'NS. 1,012,529 999,704 
EE as j q 
. 1527424 1,287,164 | estOCK & BREED ASSINS. oo... 464444 —-519,070 
PUBLIC & CONSUMER SERVICES, 
0S eee 1,345,523 1,195,332 CIE FO cinsthitittesivsitinins $53,900,507 $53,843,101 


Ehrlich, Neuwirth Adds Two 
Julian Hess, New York, maker of 
engineered kitchens, has appointed 
Ehrlich, Neuwirth & Sobo, New 
York, to handle its advertising. The 
account formerly was with Fred 
Wittner Advertising. Ehrlich, Neu- 
wirth also has been named to han- 


dle the account of J. Schoeneman 
Inc., 


Baltimore, manufacturer of 
Coronado suits. Stanley L. Cahn 


Co., Baltimore, formerly handled | 


Coronado suits. 


Trans-Lux TV Expands; 
Sets Drive for Film Library 
Trans-Lux 
New York, is opening new offices 
in Chicago and Los Angeles as dis- 


| tributing points for commercial 
|public service packages of films 
for television. Richard Carlton, vp, 
will organize procedures and spark 
the first sales campaign in the Los 
Angeles office. 

Trans-Lux has _ appropriated 
$50,000 for a business paper cam- 
paign to promote the sales of its 
tv program package—the Ency- 
clopaedia Britannica Film Library. 
Donahue & Coe is the agency. 
Somers Joins Ottaway Papers 

Homer L. Somers, formerly cir- 
culation and national advertising 


|eral advertising department of the 
Ottaway Papers, Endicott, N.Y. 


Zingale Joins ‘Purchasing’ 
Joseph E. Zingale has been ap- 
pointed sales promotion manager 
of Purchasing, New York, a 
Conover-Mast publication. He for- 
merly was market service manager 


of Chemical Engineering and 
Chemical Week, McGraw-Hill 
publications. 


Barnett, Clark Join Cary-Hill 
Roger Barnett and Virgil Clark 

have joined Cary-Hill, Des Moines, 

as account executives. Mr. Barnett 


| formerly was an account executive 
|with Ambro Advertising Agency, 
manager of the Evening Sentinel,|Cedar Rapids, Ia. Mr. Clark has 
Television Corp.,| Ansonia, Conn., has joined the gen-| been with the sales and merchan- 


dising department of KWWL, Wa- 
terloo, Ia. 


a 


BARNES -CROSBY COMPANY 
ART service * PHOTOENGRAVERS - pHorocraPHy — 


226 N. WABASH AVE., CHICAGO, ILL. | FRANKLIN 2-7601 


Quality 
and 
Service 


A. B. RAND - PRESIDENT 


Expert Craftsmen + Machinery * Know-How 
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Detroit's 
1956 

Advertising 
Box Score 


hh, mae 
eeeeeeeee 4 hem eeeeeoceeoReeeeeeeeeeeeeeeeeee ee eeeeeeeeeeeeeseeeeeeeeeee 


RETAIL LINAGE 


The News 22,392,973 
Free Press 11,652,110 
Times 11,239,273 


GENERAL LINAGE 


The News 5,869,762 
Free Press 3,946,886 
During 1956, The Detroit News Times 3,579,667 


again demonstrated its effec- 
tiveness as an advertising 
medium by publishing more 


CLASSIFIED LINAGE 


linage than both other Detroit The News 12,756,392 
newspapers combined —and the Free Press 4,410,984 
greatest volume in The Detroit Times 3,412,080 


News’ 83 years. 


Once again, The News was 
among the first ten newspapers 


TOTAL LINAGE 


in the U.S. in total advertising The News 43,554,089 . 
—a record maintained for more Free Press 22,313,349 sc 
than a third of a century. Times 20,167,010 


To obtain its dominating circu- 
lation leadership in the 6- 
county area which produces 
98% of all business done by 
Detroit retailers, The News 
relies on reader interest alone. 


WEEKDAY CIRCULATION 453,579 
SUNDAY CIRCULATION 566,471 


The r 
Detroit News ss 


THE HOME NEWSPAPER 


Nothing sells the rich Detroit 
market like The Detroit News. 
If you use The News, you know! 


Eastern Office . . . 260 Madison Ave., New York 
Chicago Office . . . 435 N. Michigan Ave., Tribune Tower 
Pacific Office . . . 785 Market St.; San Francisco 


Miami Beach . . . The Leonard Co., 311 Lincoln Road 
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Gommi Heads Schenley Import 


Theodore Gommi, exec vp of 
Schenley Import Corp., New 
York, has been elected president 
of the Schenley Industries sub- 
sidiary. He joined the parent 
company in 1934 after having op- 
erated his own import and export 
business. He also is a director of 
Dubonnet Wine Corp., Ron Cario- 
ca Distillery, Puerto Rico, and Ca- 
nadian Schenley Ltd. 


‘Mad Market’ for 
Exec Talent Is 
Reported by AMA 


New York, Feb. 14—The wea- 
ry job of finding executive per- 
sonnel is increasingly heavy; there 
is now a “mad market” in execu- 
tive jobs. 

These are some of the findings 
of a survey of recruitment prac- 
tices by the American Management 
Assn., which polled 469 compa- 
nies. The frantic state is induced 
by (1) the doubling or trebling of 
company size since the war, 
(2) the increasing complexity of 
management, (3) the lack of man- 


Marie does | 
FASTER... 


complete mailings, multi- 
raphing, mimeograph- 
ng, addressing, fill-in on 
multigraphed letters, 
planographing. 
Marie keeps your Mail- 


8 owe 9G Lamesa! Beet fans! & Oven 
© Lat (eee Demey ane Sempetae: 
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wooote WAFFLES 


voven DOWNYFLAKE 


WAFFLE RAFFLE—A nothing-to-buy sweepstakes, with 2,400 General 
Electric Toast-R-Ovens as prizes, is being promoted jointly by Gen- 
eral Foods for Log Cabin Syrup and Waffle Corp. of America for 
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| ANA Issues Expanded 

| Magazine Trends Study 

| The Assn. of National Adver- 
_tisers, New York, has issued an 
expanded edition of its study, 
“Magazine Circulation & Rate 
Trends.” The report covers nine 
additional publications (Argosy, 
Boys’ Life, Ebony, Everywoman’s 
Magazine, Grit, Reader’s Digest, 
| Scholastic, Sports Illustrated and 
|TV Guide) and presents, for the 
first time, data on subscriptions 
in areas. 

In its updated version, the 
study has circulation and rate 
data covering the years 1937 
through 1955, for 64 magazines— 
all those with 200,000 and above 
circulation and at least $1,000,000 
ad revenue for the year, 1955. The 
| study is available to non-mem- 
bers of the ANA for $15 per copy. 


LOG CABIN SYRUP 


ing List Ye frees you 
from detail work. For rush pickup. 
° 


uick service and fast very 
ALL WAbash 2-8655. 
a Leller Shop ». 
431 S. Dearborn Street, 5, lil. 


agement development programs 
during the war and (4) the raid- 
ing tactics of rival companies. 
Still, the survey found, 15% of 
the companies hire few or no ex- 
ecutives from outside their own 


Frozen Downyflake waffles. Color spreads and pages, placed by 
Young & Rubicam, Log Cabin agency, will run in March Ladies’ 
Home Journal; American Weekly, Feb. 24; Parade, April 7, and This 
Week Magazine, March 10. J. M. Korn & Co., Philadelphia, the 
Downyflake agency, is placing a car card campaign in New York, 
Philadelphia, Chicago, Indianapolis and a number of southern 
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markets. 


10% of their executive openings in 
this way. 

On the other hand, 40% of the 
companies recruit more than 10% 
of their middle and top manage- 
ment. As a rule of thumb, the 
larger the company, the less like- 
ly it is to hire executives from 
the outside. 


company, and 43% fill only up to, 


ments, demands for job experi- 
ence coupled with an arbitrary 
age limit. Some 40% of the com- 
panies have age limits, ranging 
from 30 to 50. 
Some companies also have ad-| J 
ditional idiosyncrasies: Fondness 
for Ivy League graduates or for|§ 
men with sober tastes in cravats, | 
the survey showed. e| 


the. 


3 


ae 97% [4 99% Ay 
52% 
89% x 98% 
50% 
1 4 
68% / 100% %, 
11%| 53% af 13% 
32% 66°, PN 
19% 100% W \° Md. s 
88% a0,” 
a ao * . 
. -- o ” © | 


In 20 counties out of this 41-county coverage 
WJAC-TV serves 80 to 100% of TV homes! 


With over a million TV homes in its coverage area, 
WJAC-TV has a solid claim on Penns Ivania’s 3rd TV 
Market .. . and up-to-the-minute NCS figures point 
up what tremendous appeal WJAC-TV has for this re- 
sponsive market. It reaches into 63% of the TV homes 
in this rich and prosperous area ... and over half a 
million viewer homes follow WJAC-TV three or more 
days a week. That's a mighty potent punch to put 
behind goer product ...a selling force you need if 
you really want Southwestern Pennsylvania. 


JOHNSTOWN-ALTOONA TV Audience 


(Cambria and Blair Counties) 


The latest A. .R. B. study (Novem- 
ber, 1956) shows—out of 112 quarter- 
hour rating periods from 7:00 to 
11:00 p. m.— 


WJAC-TV leads in 105 periods 
Station B leads in 7 periods 


Of the top 25 -time shows... 
2 are on WJAC-TV ... 1 on Sta- 
tion B! 


# It is interesting—at least for 
potential job hunters—to see what 
sources provide the recruits. In 
order of their importance: Per- 
sonal recommendations, advertis- 
ing, consulting firms and com- 
mercial employment agencies. Di- 
rect applications, unsolicited, are 
last, although some companies 
find them the best source, notes 
Lydia Strong, who reported the 
survey for the February Manage- 
ment Review. 

Most companies say 80% of the 
recruits do as well as was hoped, 
but 39% feel anywhere from half 
to all of their new men are dis- 
appointments. Small companies, 
incidentally, fare worse than big 
ones in proportion of satisfactory 
recruits, and companies hiring 
comparatively few outside execu- 
tives do less well than those. who 
hire a good many. About half the 
companies feel the number of fail- 
ures could have been reduced by 
better screening; larger compa- 
nies are more inclined than small- 
er ones to accept a percentage of 
failures. 


® As to screening: the survey 
says two—and usually four to five 
—interviews are required for a 
top management job, and the hir- 
ing is usually a group decision. 
Middle management jobs usually 
are preceded by interviews with 
two, three or four men, and in 
25% of the companies the pros- 
pect’s immediate superior makes 
the decision with other executives. 

Two-thirds of the companies 
say that they can fill a top man- 
agement job in six months, mid- 
dle jobs in three months. Many 
take nine months to a year or 
longer to fill jobs. 

Consultants claimed records of 
90% to 100% success in filling 
jobs; company personnel men— 
while acknowledging the utility of 
the consultants—rate the consul- 
tants’ performance somewhat low- 
er. Still the personnel men con- 
cede “they can solicit men we 
cannot otherwise reach.” The high 
cost of consultants was men- 
tioned—in some cases $3,000 to 
fill a $15,000 job. 


® Consultants had their beefs, 


too: Stalling, unclear job specifi- 
|cations, undue waste of a candi- 
date’s time, 
that 


unrealistic salaries 


don’t fit job  require- 


U.S. Business Seeks 
400,000 Salesmen, 
New Study Reveals 


New York, Feb. 12—National 
Sales Executives has released re- 
sults of what it claims is the first 
comprehensive national manpower 
survey made in the sales, market-| 
ing and distribution fields. 

Highlights of the survey (which 
includes representation from every 
size and type of business in Ameri- | 
ca) show: 


is seeking 
its 


e American industry 
400,000 salesmen to market 
goods and services. 


outh Carolina 
Meat Packers 
Sales Rocket! 


KINGAN MEATS, through 
Lindsey and Co., reports: 


“The Cisco Kid played a 
large part in the most 
successful promotion we 
have ever run... . While 
| will not give you the ac- 
tual percentage of sales 
increase, | can tell you 
that the sales increases 
were very substantial.”’ 


e Experienced men over 45 years 
of age must face the fact that 72% 
of the job opportunities will not 
be open to them. 


e Starting salary is as high as 
$550 a month for new personnel. 


e Average monthly earnings of the 
top third of the sales force has 
reached a high of $1,500 a month. 


e Industry is wasting manpower 
by not utilizing the older, experi- 
enced men seeking jobs. 


e The majority of companies in all 
classifications adhere to a salary 
plus commission, bonus, or other 
incentive pay plan. Second most 
common pay plan is straight com- 
mission, while least common is 
straight salary. 


e On car expenses, most compa-| 
nies pay 7 to 9¢ a mile. 


e A majority of companies pay | 
life insurance premiums for their 
employes. 


The new survey, titled “Special 
Sales Manpower Report,” gives a| 
detailed cross-section of the man-| 
power needs, wage scales, educa-| 
tional requirements and related| 
data of business by types. It is| 
available from the group’s head-| 
quarters at 136 E. 57th St., New | 
York 22. e 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


Scranton Appoints Heath 
Scranton Publishing Co., Chica- 
go, has appointed Ernest C. Heath 
midwestern sales representative | 
of Water & Sewage Works, In-| 
dustrial Wastes and Modern 
Highways. Mr. Heath formerly 
was an account executive with 


Russell T. Gray Inc, 
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In Radio, Too, 
Commercial Stations 
May Vie with BBC 


Lonbon, Feb. 12—British Broad- 
casting Corp. is planning to reduce 
its sound broadcasting programs at 
the end of this year. At the same 
time there are reports that private 
interests have taken the first steps 
in a campaign to bring commercial 


N.Y. Ad Assn. Names McAdam!» addition, the group cited three American Publishers Service, with 


‘Outstanding Young Adman’ 
James McAdam, advertising 


others for outstanding achieve- 
ment. They are, Donald S. Frost, 


| headquarters at 57 W. Grand Ave., 
| Chicago. A consulting and service 


manager of Emery Air Freight | VP in charge of advertising for the | organization for business paper 
Corp., New York, has been named Products division, Bristol-Myers | publishers interested in expanding 
the “outstanding young advertising C°.; David Bascom, chairman of into the Latin-American market, 
ithe board and creative director, | the company also will open offices 


man of the year” by the Assn. of 
Advertising Men & Women, New 
York. Mr. McAdam’s contributions 


leader in air freight were the rea- 


|Guild, Bascom & Bonfigli, and 


| in New York, Havana, Mexico City 


Matthew Joseph Culligan, vp in |and other principal Latin American 
to the development of Emery as a| charge of NBC Radio. 


sons he was chosen by a committee | Pan-American Service Bows 


of judges. 


Charles Hahn has formed Pan- 


cities. Mr. Hahn recently resigned 
as editorial director and general 
manager of the Canterbury Press. 


A brochure describing the opera- | 


37 


tion is available from the com- 
pany’s Chicago office. 
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AN 


GREATER CLEVELAND'S 


-NUMBER 1 STATION 
SRS “Radio-Active’ MBS 


radio to Britain. 

One of the reasons for the reduc- 
tion of BBC programs is the high 
cost of meeting competition from 
commercial television. Audience 
research figures show the inde- 
pendent tv stations taking a 60-40 
lead in those homes that have a 
choice. 

The BBC will reportedly reduce 
the present two daytime radio 
channels—the “Home” and “Light” 
programs—to one until 6 p.m. 
School broadcasts, sports commen- 
7 taries and other public service 
- broadcasts would go out on an al- 
ternative wavelength when neces- 
sary. The main daytime program 
would be augmented in the evening 
with a more serious program, 
though probably not as high-brow | 
as the present “Third” program. 

The chain of fm stations now be- 
ing built by BBC could, under this 
plan, be used for local-interest 
programs during the day. 


® Meanwhile, it is reported, pri- 
re vate interests—large shipping in- 
3 terests, according to some accounts 
of —are behind a plan to promote in- 
troduction of commercial radio in- 
to Britain. 

No doubt inspired by the success 
of commercial television and the 
way it has dumfounded many of 
its critics, these interests believe 
the way may now be open to set up 
local fm stations in a commercial 
network, paralleling the commer- 
cial tv network. 

At present the only commercial 
radio programs heard in Britain 
come from the Irish Republic and 
the tiny European principality of 
Luxembourg. Most British adver- | 
tisers using commercial radio do so 
through Radio Luxembourg, using 
programs recorded in London and 
shipped out for broadcast. 

Both stations can be received in 
Britain, although reception is not 
always good. Best reception is ob- 
: tained by suiscribers to piped- 
wy radio services which use high pow- 
. ered receivers to pick up these 
alternatives to the BBC programs. 


® In an effort to overcome recep- 
tion difficulties, particularly in the 
south of England, Radio Luxem- 
bourg has recently inaugurated 
use of two new high-powered 
transmitters. 


Doing Business is a pleasure in 
Grand Rapids, Lansing and Battle Creek 


“Three Michigan Newspapers that are always on our 
advertising list are the Grand Rapids Herald, the Lansing 
State Journal and the Battle Creek Enquirer and News. 
We have found them to be highly productive in results 
because of the excellent coverage they give our advertising 
messages, and the reader-influence they command. There’s 
nodoubt about it, these Federated Newspapers doa fine job.” 


—e ITA GAINS VIEWERS. 

- STUDIES INDICATE 

er Lonpon, Feb. 13—Britain’s total 
tv audience is now nearly 19,000,- 
000 adults, the British Broadcast- 
ing Corp. reports. Of these, about 
7,750,000 can also receive Indepen- 
dent Television Authority pro- 
grams, which carry advertising. 

Of those who could receive both, 

j the average evening audience 
split in the ratio of 62% ITA to 
38% BBC during the October-| 
December quarter. The average 
audience for commercial tv during 
the quarter was 1,750,000, BBC 
said. 


Because Grand Rapids, Lansing and Battle Creek 
rank third, fourth and fifth in food sales per family 
in out-state Michigan, smart merchandisers like 
Mr. Ryan make certain that the three Federated 
Publications —Grand Rapids Herald, Lansing State 
Journal, Battle Creek Enquirer and News —are on 
their newspaper lists. Only Federated Publications 
cover this “heart of Michigan”, so if you want sales 
success stories that are worth repeating, better 
check your list . . ; today. 


ALAN R. RYAN, 
Advertising & Sales Promotion Manager, Hekman Biscuit Company 


s Figures issued this week by Tel- 
evision Audience Measurement 
& Ltd. indicate that 53%—2,754,000 
Me —of all tv homes in the three ITA 
areas are now receiving commer- | 
cial tv, compared with 41% six|7 
months ago. e. 


OulY FEDERATED PBBLICATIONS COVER THE HEART OF MICHIGAN 
GRAND RAPIDS LANSING BATTLE CREEK 


Herald  *° State Journal ~ EnquiretwNews — | 


REPRESENTED NATIONALLY BY SAW YER-FERGUSON-WALKER COMPANY 


DeLay Joins Waldie & Briggs 
Robert F. DeLay has joined the 
client service staff of Waldie & 
Briggs, Chicago. He formerly was 
a vp of Burnett & Logan, Chicago. 


vate 
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HERE'S WHY: 
In the City of Chicago...more people under 45 read the Sun-Times than 
any other newspaper. 
This active young market buys 70% of all furniture sold—72% of all washing machines—66% of all cars—and so on. 


Chicago retailers know these facts . . . that’s why the Sun-Times has boomed to second largest newspaper in total retail linage— 
leading either evening newspaper! 


In the Chicago area...the Sun-Times —Tribune combination delivers greater 
coverage and more unduplicated circulation than any other 2-paper combination. 


No single Chicago daily newspaper covers even half the market. That's why ic takes 2 . . . and for best results, the right 2 must include 
Chicago's Young Family newspaper, the Sun-Times! 
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‘Know Before You Go! 


Wherever, whenever you wish to know what a town is thinking, or 
desire an honest cross-section of opinion, put your survey on the 
USIC NETWORK. 

In 655 cities and towns, in all the 48 states, we have professional in- 
terviewers ready to gather any information you want. You save all 
the details involved in dealing with individual interviewers! 

All USIC interviews are GUARANTEED! They are supervised, 
edited and validated—honestly done, thoroughly reliable and usable. 
FREE!—“U.S. Sample for 1000 interviews”—a most helpful table for 
research people. Send for! No obligation! 


UNITED STATES INTERVIEWING CORPORATION 
Affiliated With BEN GAFFIN & ASSOCIATES — Market and Opinion Research 


Boord of Trade “Building 
WEbster 9-4000 


141 West Jackson Boulevard 


Chicago 4, Illinois 


|| Department Store Sales... 


| WasHiIncton, Feb. 14—Depart- 
jment store sales for the U.S. in 
| the week ending Feb. 9 were 5% 
|} ahead of sales for the similar week 
of 1956, the Federal Reserve Board 
reported today. 

For the four weeks ending Feb. 
9, sales were 3% ahead of the pre- 
vious year and for the year to that 
date, they were also 3% ahead. 


® Of the 12 FRB districts, three 
reported sales below those of the 
Similar week of 1956. These are 
Philadelphia (2%), St. Louis (1%) 
and San Francisco (3%). Kansas 
City had no change. The remaining 
districts showed gains as follows: 
Boston, 15%; New York, 4%; 
Cleveland, 7%; Richmond, 5%; At- 
lanta, 7%; Chicago, 11%; Minnea- 


polis, 1%, and Dallas, 1%. 


5% Gain Reported for Week of Feb.§ 


A detailed breakdown of the 
sales in these districts for the week 
will not be tabulated until next 
week. For the two weeks prior, 
sales broke down as follows: 


% Change from ‘56 


Week Ending 
Federal Reserve Jan. Feb. 
District, Area, and City 26 2 
UNITED STATES ................ +2 +4 
Boston District .................. — 1 | 
Metropolitan Areas 
I ES —1 —_-7 
Downtown Boston ... 0 —10 
Suburban Boston ... —3 +2 
IND cncwsarcenscssocncnnnnnees — 3 ox 7 
+14 —ll 
—2 —2 
—3 —29 
Cities 
Springfield +2 —3 
Providence . —6 —18 
New York District r+ 7 +3 
Metropolitan Areas 
TRIED ecniccccccvccscerescsseecsscncsence r+ 2 +16 


piled by Valley Notional Bo 


ona Daily S 


Tucson Dailp Citiz 


2 independent Newspaper: Produced i the howe Pen 
Represented Netieneltly by Creemer & Woodwerd tm 


AREA * 


RICH 


Tucson's Population Now 
Over 100,000 within 


*Estimete Tecson Ges, Electric Light & Pewer Company 


Advertising Age, February 18, 1957 


Department Store 


Sales Barometer 


Change from 1956 E 


Week Ended 
Feb. 9, 1957 


Jan. 1 ’57 to 
Feb. 9, 1957 
NOW JOTBCY .....-2ccocsererenenees r+ 8 +1 
NONI: sticteenngcosccsnacntctingpensescece —7 
fk en r+ 3 —1 
I Sater deesininasenenstentcte r+16 +8 
i —3 +4 
Philadeiphia District ............. — 3 —3 
Metropolitan Areas 
Wilmington 0 
Trenton ...... —7 
Lancaster ..... 0 
Philadelphia —6 
Reading +19 
OB OTATIR oececcescccrecscecersnsncccscose +8 
Wilkes-Barre—Hazieton +5 
Cleveland District +5 
Metropolitan Areas 
LOXINBtON coeeecessscrceecesesveerrree S14 +1 
ARTON  ccccccee —1 +1 
Cincinnati .. +1 — 28 
Cleveland ... +1 +22 
Columbus ... + 26 +14 
Springfield —10 +15 
, RI = 9 +3 
a Cas Sf +17 
ss (eee ~ —3 +9 
Wheeling-Steubenville ... 0 —10 
Richmond District ................ — 6 +17 
Metropolitan Areas 
WasMingt0on occccccccceeeecerves —i +8 
Downtown Washington .. r—19 +1 
en r+4 +42 
Downtown Baltimore ... —10 +36 
Richmond ............ +9 
Atlanta District ..................... r+ 8 +9 
Metropolitan Areas 
Birmingham +5 +1 
Jacksonville .. ° ° 
Atlanta ............ r—4 +16 
Augusta .......... ° —8 
New Orleans +13 +7 
Knoxville ...... +14 +19 
UREITETED | cncecssutennndincnsesesesvensate +30 —6 
City 
Tampa .. — +8 0 
Chicage District . : . +3 +4 
Metropolitan Areas 
CHICAGO orcecceeeeee os +4 +5 
Indianapolis +9 +8 
Detroit ........... 6 «#8 
Milwaukee .......... . +4 —1 
St. Louis District... + 1 +3 
Metropolitan Areas 
Little Rock. ................ mm 7 —12 
ne —16 
SOO EEE —9 +13 
Memphis ..... wd +36 —4 
Minneapolis District +1 0 
Metropolitan Areas 
Mpils.-St. Paul .. +1 —1 
Mpls. and Suburbs +3 0 
St. Paul .. 3 —1 
Cities 
Duluth-Superior . +1 + 6 
Kansas City District —3 +10 
Metropolitan Areas 
Denver ............ r— 5 +4 
Topeka —20 +15 
es r+22 +8 
Hy GD artecscssccscncsscscccssecce Gm | —9 
AIDUQUETQUE oo. +7 ° 
Oklahoma City... 13 +20 
Tulsa... ninivibione —1 ° 
Cities 
=e .T+11 +27 
Kansas City . . —10 +12 
Dallas District ... —7 +10 
Metropolitan Areas 
Dallas ......... —17 +17 
BD ROBB. ccccscscccnscsscsscosencscecsceecece +1 +14 
Fort Worth . 4+ 2 425 
HOUStON 2.0.0.0 —3 +6 
San Anton ..........:cccc. — 1 —7 
San Francisco District . one +o Pret 
Metropolitan Areas 
Los Angeles-Long Beach 420 —1 
Downtown Los Angeles 419 + 3 
Westside Los Angeles ... 421 —1 
SACTAMEMNO ooeececcecsevesernveneee +7 +15 
San Diego ............ +10 + 5 
San Francisco- Oakland . +4 +1 
San Francisco City +3 0 
Oakland City ............. +6 +2 
Portland . +4 — 7 
Salt Lake City .. +32 +5 
Seattle — 5 — 4 
Spokane —17 +2 
Tacoma | +3 
r—Revised. 


*—Data not available. 


Reuter & Bragdon Adds Unit 
Reuter & Bragdon, Pittsburgh, 
financial advertising and public 
relations company, has established 
a product publicity department to 
assist industrial companies in 
the creation of news material about 


their products. Winfield L. Redd- 
|ing, formerly supervisor of indus- 
trial accounts of Ketchum, Mac- 
|Leod & Grove, has been named 
| manager of the department. 
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Advertising Age, February 18, 1957 


Ads Must Sell 
Goods, Not Deals, 
Offers, Says Brophy 


(Continued from Page 2) 


Continental-Emsco Appoints r. 

William J. Alexander has been | advertising manager of Emsco | 
appointed manager of the new| Mfg. Co., Los Angeles, until that Gilbert Named Publishing Head | since joining the company in 1949 
sales promotion department of|company and Continental Supply| Lew Gilbert has been mamed| has been editor, executive editor 
Continental-Emsco Co., a division | Co. were merged on Jan. 1 to form | publishing director of Industry &| and general manager of the mag- 
of Youngstown Sheet & Tube|Continental-Emsco Co., with head-' Welding and Welding Illustrated, ' azines. 
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Co. Mr. Alexander was formerly | quarters in Dallas. published by Industrial Publish- 


ing Corp., Cleveland. Mr. Gilbert 


a high ratio of advertising to sales 
expense were more profitable than 
those which had a lower ratio. 

Mr. Brophy said he believes that | 
today is the period of the coupling) 
of the researcher with the adver-_| 
tising man. He thinks of advertis-_| 
ing as the “Cinderella of business,” | 
but he believes rational explora- 
tion “into the real dynamics of 
consumer demand will permit ad-| 
vertising to rise to full maturity as 
a tool of business.” 

In the process, the intuitive ad- 
man and the hunch player “will | 
have to give way to the teaming) 
up of creative thinking and re-| 
search,” he said. 7 


SAYS FIGURES SHOW ADS, 
PROSPERITY GO TOGETHER 

BuFFALO, Feb. 12—“Tell me how 
much advertising is addressed to | 
the people of any country, and I) 
can tell you—within reasonable 
limits—how high a standard of 
living that country has attained,” 
S. R. Bernstein, editor of Apver- 
TISING AcE, told a joint meeting) 
of the Greater Buffalo Advertis- | 
ing Club and the Women’s Adver- | 
tising Club of Buffalo today. 

Advertising is so clearly “the | 
instrument of abundance,” he 
said, that it’s as simple as that: | 
“A good deal of advertising—a | 
high standard of living; little or 
no advertising—a low standard of 
living.” 

To prove his thesis Mr. Bern- | 
stein matched per capita expen-| 
ditures for advertising in some 20 | 
countries around the world with | 
per capita income figures for 
those countries. While the match | 
is not absolutely perfect, the cor-| 
relation is far too good to be a re- 
sult of pure chance, he said. 

“We can be proud of advertising | 
and its works,” he said. “Our| 
problem is to make certain that | 
advertising can always be proud | 
of the way we advertising people | 
use it.” . 


K&E Boosts Coords, Salkind: 
Adds Account in Mexico 

Kenyon & Eckhardt, New York, | 
has appointed William Salkind | 
supervisor of experimental re- 
search and Deane Coords copy | 
supervisor. Mr. Salkind, a special- | 
ist in applied mathematical sta- | 
tistics and sample survey design, | 
joined the agency as assistant ac- 
count research supervisor in 
September, 1955. Mr. Coords for- | 
merly was associate copy super-| 
visor. 

K&E has announced that its 
Mexico City office has been ap-| 
pointed to handle advertising for 
Anaconda Pirelli, Mexican oper- | 
ating company for Anaconda U.S. | 
The agency now has eight clients | 
in Mexico. 


Kansas City Star Co. Hit 
By $500,000 Anti-Trust Suit 
The Central Publishing Co., 
Kansas City, has filed a $500,000 
anti-trust suit seeking treble dam- | 
ages against the Kansas City Star 
Co., and Emil Sees, advertising di- 
rector. The suit was filed in US. | 
district court, Kansas City. 
The suit alleges acts of the de- 
fendants in violation of anti-trust 
law caused suspension of Central’s 
publication, TV-Preview, in April, 
1954. The magazine was issued first 
in November, 1951. 


Pool Builders Number 1,400 

There are 1,500 to 1,600 pool 
builders and equipment dealers in 
the swimming pool industry today, | 
instead of 15,000 to 16,000 as re- 
ported in a story on the swimming 
pool industry in ADVERTISING AGE 
Jan. 28. 
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BALANCE 


MAKES SPRINGFIELD, ILLINOIS, 


A TOP TEST MARKET 


Agriculture...Industry...and Civil Service give Springfield a diversified, 
balanced economy—made to order for market tests. 


To test the sales potential of your product, choose Springfield—Capital 
City of Illinois and heart of an 11-county market. 


To prove the sales potential of your product, use The Illinois State Journal 
and Register. These great newspapers offer you 100% coverage in Sang- 
amon County (Springfield) ... and 60.8% coverage in the entire 1l-county 
trading area. 


Hlinnis State Journal and Register 


x 


COPLEY NEWSPAPERS 15 “Hometown” Newspapers covering 
Springfield, Illinois — Northern |ilinois — Greater Los Angeles — and San Diego, California .. . 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY COMPANY, 
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Denver area employment took an upsurge i 
ent dropped to an all-time low of 5,500, a 

the biggest employ ment 

businesses in 

owed that 304,000 were employed that month, first time ever 


while unemployme 
indicate 1957 will be 
A canvass of Denver area 


of Commerce sh 


Stapleton Hits 
Peak 


EORGE McWILLIAMS 
Denver Post Staff writer 


Revenue 


Stapleton airfield had the biggest and best year 


in its 27-year history in 1956 and set new 


revenue and traffic. 


Commercial airliners which janded and 
handled more passengers, mail and ex- 
in any previous 


at Stapleton 
press during the past 12 months than 


ye 
of actual figures for the 


E DE 


Post Staff 


a eel 


The Voice of the Rocky Mountain Empire 


Colo.—Climate Capital of the World 


Denver, 


n 1956 to a record-breaking 304,- 
nd labor statistics 


Denver Chamber 
that 
more than 300,000 have been em- 
ployed in the area. 

Totals for October and Novem-} 


September by the 


per also were above t 300 ,000 | 
mark—301,000 in October, and 
290,300 in November Chamber 


jooked for 4 slight drop af 


first of the year and then @ slow | @ 
k next Sep- 


rise to a new pea 
tember. 

The U. Ss. Bureau of Labor Sta- 
tistics in Denver confirmed that | 


1956 was the best ever for em- 


took off ployment. 


records in 


agriculture. 
In Denver's eight major indus- 


first three- 


quarters of the year and estimates 
for the final quarter, a total of New City Plant tries, manufacturing - employ 
1,256,489 passengers flew into or To Employ 500 =e oo a navy ants in the|- 


out of Stapleton in the past year. 
That is an increase of more than 
99,000 over the 1,157,125 passen- 
gers handled in 1955. 
There were 55,310 incoming 
and outgoing commercial flights 


this year, compared with 55,087 
of 123. 


Anaheim, 
call for @ 


Mail jumped 
during the year. from 
pounds jast year to 13,192,456 
pounds in 1956. Express 'S up 
from 5,289,087 pounds 
7,067,716 pounds, or & 
1,778,629 pounds 

Final figures 


an electronics 


ver, Hallamore 


will not be avail- 
months, but)| 


A California electronics com- 
pany which will open a 


to 600 persons 
end of 1957. 


Lioyd Hallamore, 
Jectronics Co., 


payroll in Denver. 
The Denver branch will be 


for the Glenn L. 
missile plant southwest of Den- 


The company 
television systems and various 


electronics instruments for the 
| missile program, 
phone companies. 


Denver 7,800 INCREASE Architects drawing 


sto}, 1955, manufacturing hired! gives striking view 

42,800 persons 2 sie al 
October this year. 50,600—an a4 
president crease of 7,800—were at work in 
that field and labor “nee 


said the gross still is increasing 


New suburban shopping cen 
ters and supermarkets prought | 
the city’s trade field into second ed r 
spot in the employment picture 
In 1955, @ total of 69,100 were 
employed in trade. This Octo- 
ber 77,000 were drawing wages 
for a total gain of 6,600. 

Breaking it down a bit more 
wholesalers hired 22,600 last year. 
This year it is averaging out about 
24,000 The $35 million expansion pro 


Retail, in 1955, at peak season 


said plans 
a month 


subcontractor 
Martin guided 


manufactures 


Lule : 
ATVs | 
‘TC esi 
Mineo. 
UU 
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of the 18-story hotel’s finis! 
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Spacatawes he: 


ver's upcoming $ 


$64,143,000 from 


ing 
first time. Actual figures for the|a warning system in case of hired 46,000. : At peak season 1956 
first > months s revenue | attack there were 53,000. Even in Janu-| been received favorably y air The followil 
of $789,660. , ary this year, the low point in re-\ line officials the |Dec. 31: 
The program will include a new | taj 

ee Ba A ecru center to house the radi the r persons were on| map pan ced by 

equipment ont personne” to staft PEAK IN CONSTRUCTION he cosriar®, is designed to \First National 

Denver Nation 


fourth in total revenue among | weather broadcasting equipment. 


: : take care 
cat ricTs using 
a \ created by new 


liner service authorized for Den-| building has 


automatic 
was the best ever for 


construction employment. At sum- 
mer, "56, peak season in building. 
23,000 were drawing wages. At 


eq 

of jet fights and is expected to 
out within two years. 
Jets are scheduled to begin use 


Despite 
way to between 12,000 and 16,000 


| feet; expansion of the terminal 


‘tight money and lack of building) pyiding; 
«labor statisticians Say 1957 ag). oe ao eee 
5 | and base facilities; a" addition 
a buildin more 


Colorado Nati 
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American Na 
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More than $135 million worth of new buildings 
and new homes wer tropolitan Denver 


during 1956. 
The year thus ranked beside 


record-smasher. 
Completion of major new buildings valued at more 
ichlighted the construction picture. 


jue of buildings completed was impres- 
. 


1955 and 1954 as a 


RUN 1TH |) 


' St4 24s : 


even one of the 10-stories-plus | 
structures most prominent in} 
downtown Denver's face-lifting. | 
and 
$i million $3 million price 
tal. In terms of build- 
' ‘ By RANDALL GOULD 
houses—the year produced about 
The “tight money” situation A 
Mountain States Telephone 
| spectacular year for 
spent for improvement and ex- 
Bed \ were: 
Ww. 44th Ave. th while other 


It was a year that was big, 
instead, because of a $12 mil- | 
lion shopping center, @ $10.5 
million guided missiles plant | u 4 Dp 
range. 
Housing developments. 
Denver Post Staff Writer 
ise million in family resident nd struction was rolled uP in 
bon sb nver, Adams, Araps 1956 by a $100 million 
vr ; 
ts es oe cs : ‘a » od 
» ii i i curtailed several important hous: 

4 |ing projects an \g Telegraph Co., company of- 
red revealed Saturday. In 
completed. 

g the year’s $i million- pansion of -service. 
“we know that many sections 
Lakeside Center, rapid rate of grow’ 
\and Harlan St., parts of the country show @ level- 


sive, yet the tota 
a bevy of buildings in the 
iusual, added volume to the Best f ear 
lably under the finished value of 
A record year of con- 
Jefferson counties. 
seven-state outlay by the 
what had promised to 
new homes Colorado alone $30 million was 
Amon oa 
jus buildin rojects com et 
, g proje ° of this area are maintaining their 
Jefferson county. ‘ 
ng off,” said Walter K. Koch, 


la $12 million project with more ’ 
“and our 1957 program 


30 businesses, 
at the same high 


kind in the Rocky Mountain Em- 
pire, had its grand opening in ate 


project ond | August. 


ng $35 million Courthouse Square 


finished appearance: 


" 
utstanding 
nks gave their 


trom $60,982,009. 
lowing table lists total 
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(000 omitted) 

aseatth Aisa oo-gs 0d? Maa tae 440 $716,445| Milersws 
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Penis & THU cnsneoreennnn 14,821 with the other major plant ; 

joo ueeees 14,541 building, @ factory facility, |puter, laboratory. an auditorium. 

structurally complete by the end |, cafeteria, engineering drawing 


rooms and @ library. 


of 1956 and in production some- 
; time in January- Present build- 
7.961| ings cost an estimated $10.5 | ucts, Inc., $1 million fabr 

| saittion, with ee projected | plan’ at 6100 N. Dahlia St. 


facilities to cost a total of $35 


Armco Drainage & Metal Prod- 
icating 


»uilding. made with Armco’s own 
<teelox construction method, was 
sted in December and may 
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Westinghouse Boosts Newman 


Westinghouse Electric Corp. has 
appointed Harvey E. Newman ad- 
vertising manager of its lighting 
division in Cleveland. With West- 
inghouse 12 years, Mr. Newman 
formerly was a member of the 
headquarters advertising and sales 
promotion department in Pitts- 
burgh. 
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FC&B's Stern 
Hits Newspapers 


No- Discount Rule 


| (Continued from Page 3) 

| while discounts, based on weekly 

lor bi-weekly frequency over a 

|year’s time, with further reduc- 

tions for large-space units? 
“Surely the steady, even use of 


aj | newspaper space by many addi- 


| tional national advertisers would 
|result in stabilizing a publisher’s 
profit picture and would allow 
him to offer substantial discounts, 
on the same basis that justifies 
large discounts to local advertis- 
ers. 

| “Thus the appeal of discounts 
|would encourage more frequent 
land consistent usage, and this, 
with the lower cost, would make 
;for a more efficient use of the 


in Uncle Mike's 
CHILDREN’S THEATER 


Children in Western New York are no different than tykes in 


Toledo or kids in Kansas City. 


. a perky puppet... 
fantasy. 
and likeable, Uncle 
Buttons have developed this 


“Live” 


They love a good cartoon show 


and an adult adroit at weaving delightful 


Mike Mearian and his puppet-pal 
formula of fun that has won a large 


and loyal audience of youngsters who influence parent purchases. 


If you want to make your 


mark in New York State's second 


largest marke? take your place with your product upstage in 


Children’s Theater. 


market as does WBEN-TV. 


Ask Harrington, Righter and Parsons, 


No other area station boasts so popular a 
locally produced children’s show . . 


. no other station covers the 


ovr nationol representatives, for 


complete information on spots and participations, or call us direct. 


WBEN-TV 


CBS IN BUFFALO 


your dollars count 
for more... on ch. 


¥y cad 
The Bmm Movie Camera Comes Of Age! 


Galion 
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NEW FROM JAPAN—Canon Camera 
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Thee Mar) Whe One Or 
Fs eo 


‘a . Camvh SZ 
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Co. is the first Japanese manu- 


facturer to enter the U.S. market with an 8mm movie camera. This 

two-color bleed spread to introduce the camera, which is priced 

at $159.50 and up, is scheduled for the April issues of Modern Pho- 

tography, Popular Photography and U.S. Camera. Kameny Associ- 
ates, New York, is the agency. 
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Allen Joins Katz as VP 

Albert W. Allen has joined 
Joseph Katz Co., New York, as a 
vp. Mr. Allen formerly was with 
Bryan Houston Inc., handling new 
business. He previously spent 17 
years with Frankfort Distillers 
Corp. 


Pentield to Facts Consolidated 

Raymond C. Penfield, formerly 
in charge of product development 
of Yuba Mfg. Co., has joined Facts 
Consolidated as research associate 
and manager of the agency’s San 
Francisco office. 


Standard Fruit to Tracy-Locke 


Standard Fruit & Steamship Co., 
New Orleans, has appointed Tracy- 
Locke Co., New Orleans, to handle 
advertising for its sales division, 
which imports bananas and a line 
of other tropical commodities. 


Calkins & Holden Moves Office 

Calkins & Holden has moved its 
Minneapolis office to larger quar- 
ters at 750 Baker Bldg. 


medium.” 


® Merchandising and_ research 
done by newspapers also came in 
for some strong criticism by Mr. 
Stern. Most research projects that 
relate to coverage, duplication or 
audience profile, he said, “fail to 
meet our standards by a wide 
margin.” 

He urged that newspapers plan- 
ning future studies allow the 
technical committee of Advertis- 
ing Research Foundation to offer 
suggestions and comments on the 
techniques involved. Most re- 
search done by any medium that 
has ARF blessing gets used by 
FC&B media people, he added. 

“One of the most valuable aids 
that newspapers can provide is to 
supply us with marketing data for 
important advertised products— 
foods, drugs and others,” Mr. 
Stern said. 

“Let us know how good a mar- 
ket you have for autos and re- 
frigerators, for soap, frozen foods 
and beer. Try to express this in 
terms of per capita use, or per 
thousand families, or some other 
comparable denominator.” 


® To achieve the best merchan- 
dising job today, there must be 
real cooperation between the na- 
tional and local advertising sfaffs 
of a newspaper, Mr. Stern said. 

He pcinted out that a great de- 
centralization movement is occur- 
ring now among the major food 
chains, and that more and more 
decisions are being made by local 
branch and district offices. 

“At this local level, your oppor- 
tunity of securing tie-ins with re- 
tail ads and special promotional 
in-store displays is much great- 
er,” he said. 

“I am sure that your retail 
salesmen have good trade con- 
tacts—but they should constantly 
be aware of the problems and ob- 
jectives of advertisers, so that 
your contribution can be more ef- 
fective.” 


Winchell Quits Radio; 
Plans Filmed TV Series 

Walter Winchell has asked that 
his contract with Mutual Broad- 
casting System, New York, be 
terminated as of its expiration date 
March 3. His Sunday night com- 
mentary has been heard on Mutual 
since he left ABC. Mr. Winchell 
was sponsored by Seaboard Drug 
Co. in some markets until mid- 
November. After Seaboard’s can- 
cellation of the show, the program 
was offered co-op by MBS. 

The commentator-columnist, 
who headed an NBC-TV variety 
show last fall, said he would begin 
work soon on a new video series 
to be filmed by Desilu Productions. 
| This half-hour show will present 
\fiction in a documentary manner, 


Namm.-Loeser Folds; 
Suburban Centers, 
Credit Rule Blamed 


BROOKLYN, Feb. 13—Competition 
from discount houses and suburban 
shopping centers is the major fac- 
tor cited in the demise of Namm- 
Loeser’s Fulton St. department 
store, onetime retailing giant, 
which starts its liquidation sale 
Monday. The company’s two small 
branch stores in Woodmere and 
Bay Shore, L.I., will continue in 
operation. 

The 81-year-old Brooklyn store 
suffered from over-emphasis of 
hard goods, which made it difficult 
for the store to turn a profit on 
these lines with the advent of the 
discounters, according to trade ob- 
servers mulling over the store’s 
gradual decline. 

Another factor was the lack of 
sufficient funds for suburban ex- 
pansion, it also was suggested. Too 
many Brooklyn and Long Island 
shoppers would rather frequent 
their suburban centers than drive 
downtown and fight traffic and 
parking problems. 

Other retailers believe the store’s 
problems actually go back to the 


’20s, when the store adopted a cash- 


only policy. Although it eventually 
returned to charge account selling, 
it reportedly never recovered from 
the consequences of its earlier ac- 
tion. 


= It has been apparent for several 
years, observers report, that the 
store was fighting a losing battle in 
the competitive war of retailing— 
especially in New York where the 
cost of doing business runs high. 

In the fiscal year ended Jan. 31, 
56, the store had sales of $13,743,- 
451, with a meager net income of 
$15,704. This is in contrast to sales 
ten years ago of $11,249,925, with a 
net of $360,843. 

Namm-Loeser’s is the sixth ma- 
jor department store in the New 
York metropolitan area to close its 
doors since 1952. Most recent 
casualties were Hecht’s and 
Hearn’s, preceded by John Wana- 
maker and James McCreery early 
in ’54. In March, 1952, Frederick 
Loeser & Co. was purchased by 
Namm’s Inc., forming Namm- 
Loeser. 7 


Acquires Publishing Rights 
American Aviation Publications, 
Washington, has acquired publish- 
ing rights to Aircraft Year Book 
and Aviation Facts, official pub- 
lications of Aircraft Industries 
Assn., trade association of the air- 
craft industry. In the past the an- 
nuals have been published by Lin- 
coln Press Ince. Fred Hamlin, 
former editor and publisher of the 


| two publications, has been retained 


‘with Mr. Winchell acting as host.' as consultant on the year book. 


"YONNE SAYS:— 


BROTHER... 
WE 

HAVE 
COVERAGE 
IN 
BAYONNE 


... 7.4 


out of every 
10 families 


in this thriving industrial community of 
77,203 citizens read THE BAYONNE TIMES. 
Where else can you get such concentrated 
coverage? In Bayonne, the effective buy- 
ing income is 21% more than the na- 
tional average with Retail Food Sales 
50% higher than the average. 


“BAYONNE CANNOT BE 
SOLD FROM THE OUTSIDE”’ 


THE 
BAYONNE 
— TIMES 


BAYONNE, NEW JERSEY 


Nationally represented by 
BOGNER and MARTIN 
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Kiddy Favorites Lose 
to ‘Family’ TV Shows 


(Continued from Page 3) 


ming categories with broader ap- 


hits achieved that status through | peal. 


the wildly enthusiastic support of 
children. Though his old movies 
were not strictly kids’ fare, they 
made veteran cowboy “Hopalong 
Cassidy” one of tv’s early smashes. 

A puppet named “Howdy Doo- 
dy” worked the same kind of 
magic with advertisers that he did 


y Hopalong Cassidy 


with children and turned out to be 
one of the biggest money makers 
over at NBC. Later the network 
converted a bouncing burlesque 
comedian, Pirky Lee, into a chil- 
dren’s entertainer and he too 
proved popular with sponsors— 
until he lost his fickle following to 
Mickey Mouse. 

This season—his second—Mick- 
ey, who not only vanquished Pinky 
Lee but “Howdy Doody” as well, 
still has his following, judging by 
the ratings—but the advertisers 
aren’t stringing along any more. 
Unable to get sponsorship of eight 
out of 20 segments weekly, the net- 
work turned them over to the sta- 
tions for co-op sale. 


= When AA began researching the 
problem of why kids’ shows that 
are popular with kids are no longer 
necessarily popular with sponsors, 
it started with the networks. 
Both NBC, which is now angling 
for mama’s attention on working 
days, and CBS agreed that strictly 
children’s fare—not to be confused 
with all-family type shows such as 
“Lassie” and “Robin Hood”—is 
harder to sell than other program- 


Photo was retouched and 
cutowoy portion was done 

entirely by a PAASCHE V 
AIRBRUSH from an original 

engineering line drowing. 
PAASCHE Airbrushes sove time 
and increase profits when used for 

layout ond finished art rendering 
as well os for highly profitable photo 
retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 
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Division of Cline Electric Mfg. Co 
1908 W. Diversey Pkwy * 


Oliver Treyz, head of ABC Tele- 
vision, who doesn’t anticipate any 
problems on selling the shortened, 
improved and more expensive 
“Mickey Mouse Club” for the com- 
ing season, agreed that advertisers 
had cooled toward kids’ telecasts, 
though he now sees a trend in the 
opposite direction. 

Said an NBC sales executive: “If 
you could take the same budget 
and reach an audience of the same 
size—but with a different audience 
composition—as the more popular 
kids’ shows, you would have no 
trouble selling the show.” 


s Said a CBS man: “We just don’t 
know why a show like ‘Kangaroo’ 
can get good enough ratings to 
make it a best buy and still be a 


slow seller.” 

All of the many network officials 
contacted agreed that the problem 
is basically due to intensified com- 
petition for the limited number of 
advertisers—soft drinks, candy, 
foods, toys, dentifrices, etc.—who 
want to reach kids. Invariably it 
was pointed out that the companies 
which provide the bulk of tv’s sup- 


Mama’‘s Home Too 

For every 100 children who 
watch CBS-TV’s “Captain Kanga- 
roo,” there are 110 adults in the 
room, of whom 65 watch at least 
part of the program. 

Source: A nine-city study made 
in February by Eugene Gilbert & 
Co. for CBS Television. 


port—cigarets, autos, appliances, 
soaps, cleansers—are, for the most 
part, not interested in selling chil- 
dren. 

The initially small circle of po- 
tential sponsors for Johnny’s and 
Susy’s favorite show is further 
reduced by a couple of supplemen- 


tary considerations: some people who might like to buy. 
e 1. Since most of these shows are| This was one of ABC’s big head- 
sold on a participating basis, prod-|aches with “Mickey,” which gave 
uct conflicts invariably keep out|some minor participants protection 


IN CANADA 
more than *4rds 
of all major 
goods and services 
sold in Toronto 
are bought by 


readers of the 


TORONTO 


“ 


Louisville’s 
BEST KNOWN FIGURE 


The WHAS-TV Channel 11 figure dances up a storm to 
promote Stokely Van Camp’s “Hayloft Hoedown” on promotion 
slides. On other occasions, he points to Pillsbury Ballard’s 
“Stars of the Grand Ole Opry”. 
He’s a dependable little guy, backed by power, personnel 
and performance. Immediately recognizable, he is the figure 
people in this market tune to and depend upon. During 
every telecast hour, he reminds viewers of excellent 
Channel 11 programs. 
He should remind you that for selling results, individual 


and distinctive treatment, your advertising deserves the impact 


of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating? 


Chicago. 4) 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represen'-d Nationally by Harrington, Righter & Parsons 
Associate: with The Courier-Journal and Lovisville Times 
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What magazine 
is read by more women 
than any other? 


New research by Alfred Politz shows that women read 
a typical issue of the Digest more than 99,000,000 times 


Women today have more schooling than men. A third of all 
women now work at jobs outside their homes. 

With woman’s world as broad as it is, you might expect her 
favorite magazine to be the same as her husband’s. It is. 

Of the 32,015,000 Americans who read a single issue of 
Reader’s Digest, 17,215,000 are women. They read the maga- 
zine an average of 5.8 days apiece. That means that women 
give the Digest 99,630,000 total reading days, or “minimum 
exposures,” an issue. 

In other words, an advertiser in the Digest has nearly 100 
million opportunities for his sales message to be seen and 
read by women. 


These figures are taken from “A Study of Seven Publica- 


tions,” the nation-wide study recently completed by Alfred 
Politz Research, Inc. 

The Digest has twice the circulation of any other magazine 
—including those edited primarily or expressly for women. 
Among women. alone, it has a substantially larger audience. 
And women readers turn to it more often than to any other 
publication in America. 

Because they benefit from this enormous lead in audience 
and readership, advertisers in the Digest have twice as many 
opportunities to have their sales messages read by women as 
they have in any other general magazine or in any woman’s 
magazine. 


Compared to the Digest’s 99,630,000 exposures an issue, the 
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99.6 million ‘‘exposures’’ to women! Each 
woman in the audience reads her copy of Reader’s 
Digest on nearly six different days. With 17 million 
women readers, the Digest provides advertisers more 
than teice as many selling opportunities to women 
as they get in other magazines. 


leading woman’s magazine provides 42,720,000 exposures, the X\ \ 
leading weekly 18,382,000. 


The new Politz study, approved by the Advertising Research 
Foundation, covers seven publications: Reader’s Digest, Life, 
Saturday Evening Post, Look, Good Housekeeping, McCall’s 
and This Week. The study provides new facts of value to 
advertisers—including latest comparative data on magazine 
readers by sex, income, age, family status. 


The third in the series of research reports, just off the press, 
shows “‘Household Possessions and Purchases.” For copies of 
all reports published to date, write for ““A Study of Seven Publi- 
cations,” Reader’s Digest, 230 Park Avenue, New York 17, N.Y. 


People have faith in 


fReader’s Digest 


Largest magazine circulation in the U. S. 
..« 11 million copies bought monthly 
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on as many as 10 different items. , 


e 2. Many manufacturers with the 
biggest stake in the children’s mar- 
ket are strictly seasonal advertis- 
ers. Toy, shoe and candy compa- 
nies are typical examples. 


The kids’ show—and by the term | 


is meant those which adults watch 
chiefly as captive audiences—also 
must compete for the advertiser’s 
dollar with the all-family show— 
those shows which are primarily 
turned on by children but also 
afford enjoyment for parents. In 
this tug-of-war, the all-family 
shows, which get the children’s 
enthusiasm as well as the parents’ 
attention, are winning out. The 
best of these, of course, 
scheduled early enough, attract the 
children by the millions. 


® The American children’s favor- 
ite telecast is an all-family produc- 
tion, “Disneyland,” which has more 
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“QUAD-CITIES 


ONE OF THE 


“FIRST 100 MARKETS. 


when | 
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| LINE OF DOODY—Howdy Doody, Buffalo Bob Smith (left) and Clara- 


bell celebrate the ninth birthday of the “Howdy Doody Show.” 


than 19,000,000 small ones watch- 
ing during the average minute. 
And this show is co-sponsored by 
one of those advertisers—Ameri- 
|}can Motors—which the experts say 
jis not interested in reaching chil- 
dren. 


| 


| | Having documented the kids’ 
| |show dilemma, AA asked several 


advertisers why they no longer 


| |find this type of programming an 
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253,800 
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where 9 out of 10 
families read these 
daily newspapers... 
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attractive buy. 


| Too Many Commercials? 


The most detailed analysis came 
from Richard K. Manoff, who han- 
dles the Welch Grape Juice Co. ac- 
count. Welch was a “Howdy” spon- 
sor for four years but left when 
“Mickey” came on in 1954 because 
the show looked like a “sensational 
vehicle.” 

Welch quit “Mickey” at the first 

|possible moment—the end of the 
| 1954-55 season—because the show 
left a lot to be desired as a selling 
vehicle, according to Mr. Manoff. 
| He said it was “miserably commer- 
| cialized and chopped to pieces with 
| station breaks.”’ He termed 15 com- 
mercials for an hour show too 
many. 


In mid-season, he said, Welch 
approached ABC and offered to 
give up one minute of its three 
minutes of commercial time if the 
stations would surrender their sta- 
tion breaks, in the interest of mak- 
ing the “Mickey Mouse Club” a 
better show. Welch got no action 
on its proposal, but he noted that 
this year the stations have foregone 
the breaks. 

Welch also found that “Mickey” 
was handicapped by 
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Kids’ Network TV Favorites 


Under-16 Viewers Reached per Average Minute 
December, 1956 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 


Rin Tin Tin (National Biscuit Co., ABC) 


Mickey Mouse Club—5:30 to 6 p.m., EST, segment only 


(Several sponsors, ABC) 


Adventures of Robin Hood (Joh 


Circus Boy (Reynolds Metals, NBC) 
Lassie (Campbell Soup, CBS) 
Roy Rogers (General Foods, NBC) 


, Wildroot, CBS) 


Mighty Mouse (General Foods, Colgate, CBS) 


My Friend Flicka (Colgate, CBS) 
Cheyenne (General Electric, ABC) 


Source: Nielsen data for homes reached and American Research Bureau for viewers per 


set. Compiled by ABC-TV research. 


includes the kids, who have been 
made so by tv. But the thrill and 
the glamor are gone. 

“This, coupled with the tremen- 
dous cost of tv, explains why very 
few advertisers can afford to in- 
vest their money in kids’ shows. 
When we bought ‘Howdy Doody,’ 
it cost about a sixth of our annual 
budget. If we bought ‘Mickey 
Mouse,’ it would take about 60% 
of our budget. We can’t afford to 
invest that much in children in 
view of the risks and high compe- 
tition. 

“The kids are still influential in 


lack of a 2 


strong sales personality of the cali-|€ 


ber of “Howdy’s” sidekick, Bob 
Smith. And, Mr. Manoff said, 
there was a disadvantage in not 
being able to use live commercials 
and thereby keep the sales pitch 
timely. 


Welch is now back on NBC in}! 


the “Comedy Time” period opposite 


Mickey and also is a participating | 3 


sponsor of “It Could Be You” on 
the same network. 

And why not another kids’ show 
—perhaps a less over-crowded 
one? 


s “The pristine days of television 
are over, though it’s still a tre- 
mendously powerful medium,” Mr. 
Manoff said. “People are a good 
deal more sophisticated. And this 


~~ s 


the family’s buying habits, but 
their influence is jaded. And when 
seven people try to ride on a horse’s 


ForBEs 
MAGAZINE 


is proud to announce 
the opening of their own 
Chicago Advertising Offices 


360 North Michigan Avenue 


Telephone RAndolph 6-2785 


Mr. Arthur Carwardine 
Manager 


Mr. Ken Nicklas 


back, the horse caves in.” 


s V. H. Gies, vp in charge of sales 
and advertising for Mars, said the 
candy company dropped Mickey 
at the end of the °55-’56 season 
because: (1) “At that time ABC 
required a 52-week contract, which 
didn’t fit our pattern, and (2) we 
didn’t like the way they schedule 
the spots. 

“During the first year, they over- 
commercialized and milked the 
show with too many station breaks. 
A good deal of this, including the 
length of the contract, has been 
corrected since, but I didn’t know 
about it at renewal time. If we’d 
known then that they were going 
to make changes and listen to the 
squawks of sponsors, we might 
have reconsidered. As far as the 
show was concerned, it was a mar- 
velous deal and did sell merchan- 
dise.” 

Another “Mickey Mouse” first 
season graduate, TV Time popcorn, 
left, not because of lack of sales 
effectiveness, but simply because 
the show cost more than the budg- 
et could stand. 


Wrong Audience 


Vick Chemical Co., which pulled 
out of “Mickey Mouse” at the end 
of the first season, now co-sponsors 
“Big Story” and the “Jonathan 
Winters Show” on NBC during the 
winter season. Vick left because it 
was selling medicine—a product 
where child preference has little 
bearing on the purchase—and be. 
cause the audience makeup, as far 
as adults were concerned, was not 
what the sponsor had expected. 

R. M. Budd, director of advertis- 
ing for Campbell Soup Co., another 
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|CBS Film's syndicated “Annie| Norge Dispenser Wheel Is 
|Oakley” series. All-family shows| Promoted by Direct Mail You See What's a ae At A Glance! 
are among the strongest properties Norge division, Borg-Warner tr BOARDMASTER Visual Control 
on all the syndicators’ lists. Corp., Chicago, used more than Saves You Time, Money. 
ae 250,000 large-size postcards in a te Gives Graphic Picture of Your 
Ammar! “te likely SS se aaa consumer campaign to promote its Operations. Stops mixups. 
SU-taMNy SATS OF HEWUEK Sv dispenser wheel attachment. Copy ae NEO ae 
season as NBC follows the lead of on the postcards points out that | lx — 7 be 5 ‘ “ies 
ABC _and CBS in ge so the wheel will fit any Norge au- a re midleg 
the 7:30 a sarah hs 4 tomatic washer made since 1954. | x a Scheduling me, ; 
nad pms po aida The 250,000 postcards—the big- | : ‘ 
; ss A sng oe ore gest mailing to consumers in * Made of Py boyd ae 
ay tg oa clear: Advertisers Norge history—weighed 3,100 Ibs. | attractive. Over 

e trend is : and postage amounted to $3,750. | _ Full price $49-50 with cards 

24-page Illustrated 


with products with child appeal : ’ 
still like to catch their customers | Washing machine owners are in-| 

FREE BOOKLET No. V-200 

Without Obligation 


young and feel they benefit from vited to present the card at deal- | 
Write or Gall Wisconsin 17-8444 


youthful enthusiasm, but most| rs’ stores and get a free box of | 
GRAPHIC SYSTEMS, 5S West 42 St., New York 36 


sponsors now prefer a show that|Calgon water conditioner for 
also has some intrinsic appeal for| Watching a demonstration of the 
adults. e | dispenser wheel. 


Captain Kangaroo 


“Mickey” and “Howdy” alumnus, ae 
said his company dropped “Mick- , . 

ey” after the first year because it | IN INLAND CALIFORNIA (‘AND WESTERN NEVADA) 
was reaching a “terrific number of 
children” with “Lassie” (CBS) on ae aan + ee 
Sunday nights. Campbell would ad ; oo ia oS RS 
have been pleased to reach the sor 7 . j 

children attracted by “Mickey 
Mouse Club” but felt this addition- 
al outlay was not necessary since 
“Lassie” had the “happy advantage 
of being a show with a half adult 
and half child audience.” 


Same Money, Broad Appeals? 


James Douglass, head of the ra- 
dio-ty department of Ted Bates & 
Co., agreed that most advertisers 
will be going for the shows with 
the broad appeal, as opposed to the 
kids’ programs, in view of the cur- 
rent economics of tv. 

“When an advertiser could spend 
$200,000 to $300,000 on a network 
show to reach kids, there were 
quite a few companies that could 


Who Says Mickey's 
Just tor Kids? 

Combining Nielsen and ARB 
data, ABC Television reports that 
the 5:30 to 6 p.m., EST, portion of 
the “Mickey Moyse Club” (which 
is all the network is interested in 
talking about, since the show will 
be cut back to that time in April) 
had 4,018,000 adult (over 16) 
viewers during the average minute 
in December. Some 2,403,000 of 
them were women. 
ABC notes that “Mickey” had 
more women in its audience during 
i the average minute than such 
grown-up shows as “The Price Is 
Right,” “Our Miss Brooks,” 
“Home,” “Tic Tac Dough,” “It 

Could Be You,” “Comedy Time,” 
“Tennessee Ernie Ford,” “Today” 

and the “Garry Moore Show.” And 

that the lively mouse reportedly 

drew more men and women than 

Mr. Moore, Arthur Godfrey, “Val- 

iant Lady,” “Love of Life,” “As the 

World Turns,” “Our Miss Brooks,” 
“Home,” “Tic Tac Dough,” “It 

Could Be You,” Bob Crosby, “Ma- 

tinee Theater,” “Modern Romanc- 

es,” “Comedy Time,” “Tennessee 

Ernie Ford” and “Today.” 


This group of mountain-ringed 
afford it,” Mr. Douglass said. “But radio stations, purchased as a unit, de- 


when it takes an outlay of $700,000 livers more radio homes than any 
to $900,000 a year, kids’ television 


starts te became too expensive fer combination of competitive stations 
most sponsors.” ... at by far the lowest cost per thou- 
However, Bates has two clients sand. (Nielsen & SR&D) 


that still consider it worth while 


They serve this amazin ich 
to direct sdme of their tv money y gly ri 


specifically toward children. Col- inland market — with more people 

gate, a longtime user of kids’ fare, than Iowa — and effective buying in- 

is a co-sponsor of “Mighty Mouse” come of almost $4.3 billion, nearly 

(CBS) and Continental Baking Co. triple that of the metropolitan Dallas Sacramento, California 
2 0 oo Sete tae te ~ Mi market. (Sales Management's 1956 Paul H. Raymer Co., 
ings, where the kids are still very Copyrighted Survey) National Representative 


strongly entrenched. 

In the all-family appeal category, 
Bates places Continental, as alter- 
nate sponsor, with Carnation, on 
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‘Advertising Has Come of Age. . .” 


West Marks 25 Years 
Directing ANA Staff 


New York, Feb. 13—If anyone | now active participants in-various 
has the right to be called “Mr. Na- | phases of its work, serving on com- 
tional Advertiser,” it must cer-|mittees, participating in work- 
tainly be Paul B. West, president of ) shops, special projects, etc., where- 
the Assn. of National Advertisers,| as the figure was much closer to 
who this month is celebrating his| 250 a quarter century ago. 
25th anniversary as the chief ex-| It is worth noting, too, Mr. West 
ecutive officer of the ANA. | recalls, that when he took over in 

Like so many others who have | 1932 only four of the individuals 
served a single organization for| whom member companies desig- 
many years, Paul West finds some-| nated as their official representa- 
thing just a little unbelievable | tives in ANA carried the title of 
vice-president; now 51 official 
company representatives are vice- 
presidents of their companies. 


about the length of his service. 
“When I left National Carbon Co. 
as advertising manager to come 
over here,” he says, with a slight 


® Looking back over the years 
of the quarter century of his 
work with the ANA (whose mem- 
| bership now includes “nearly all of 
ithe 100 largest advertisers” and 
|“75 to 100 of the top sales lead- 
/ |ers in 26 major industries”), Mr. 
West sees several major develop- 
ments: 

The most important, in his opin- 
|ion, is the change in the status of 
the advertising manager and the 
|advertising function in American 
business. In the early ’30s, almost 
all advertising departments were 
adjuncts of the sales department, 
and almost all advertising manag- 
ers were responsible to sales man- 
agers. Advertising was one of the 
tools in the sales manager’s kit, 
and little more. Now there is a 
clear-cut trend, especially among 
larger companies, to set up a mar- 
keting vice-president whose job is 
to coordinate sales, advertising, 
sales promotion, marketing re- 
search. 

In line with this trend, there 
has been a considerable shift in 
the activities of the ANA and its 
headquarters staff. A quarter cen- 


“There is closer rapport than ever” 


note of disbelief, “I came under 
the impression that I'd stay about 
two years; and I’m still here.” 


® During his term of office—first 
as secretary and then as president 
—the ANA has grown greatly, 
paralleling the growth in national 
advertiging and the greater im- 
portance of the advertising func- 
tion in American business. When 
Paul West took over the ANA helm 
in February, 1932, the organization 
had about 250 members and oper- 
ated on an annual budget of $80,- 
000. But even then, with a staff of 
12, and a history going back to 
1910, it was an important and im- 
pressive trade association. 
Today the organization has al- 
most 600 members, a budget of 


x 
g 


“Advertising has proved its essen- 
| tial role” 


| tury ago much of its activity was 

designed to help make ad manag- 
|ers better advertising technicians; 
| now most of its activities are on 
| the management and administra- 
| tive side, designed to provide help 
|for advertising executives rather 
than advertising practitioners. 


| believes, has been the broadening 
of advertising to cover more func- 
tions—to include work with stock- 
| holders, employes, and the general 
“Cooperation with understanding | public. “If you substitute ‘commu- 


pays” |nications’ for ‘advertising’,” he 


od 


tea 


as 


eta cr ee se, eS 


eb 


the events of last year, when the 
Department of Justice forced con- 
sent decrees upon agency and me- 
dia associations which many be- 
lieve greatly strengthened the legal 
position of advertisers vis a vis 
agencies and media. The ANA did 
not officially appear in this case, 
but there could be no doubt that 
it considered the decree as merely a 
re-affirmation of a position which 


that is, that agencies are agents of 
their clients, and not agents of ad- 
vertising media. 

“Without any question,” Mr. 


|}® Another major trend, Mr. West | 


West says, “there is a closer rap- 
port among advertisers and 
agencies and media now than there 
|}has ever been. It is very simple. 
|All of us have discovered that 
there is a common area in which 
we need each other’s help. Public 
| service advertising is one example, 
but there are many, many more— 
and the close cooperation on com- 
mon problems which has been de- 
veloped with practically all the 
major agency and media associa- 
tions has helped us all, and cer- 
| tainly will be continued.” 


s “If I were asked to sum up the 
past 25 years here,” he says, “I'd 
probably do it like this: 

“The most important, overrid- 
ing thing that stands out is the 
fact that advertising has come of 
age. The progress in better adver- 
tising management is outstanding. 
Today the function of advertising 
is taking its rightful place along- 
side of and integrally related to 
production, finance, marketing—in 
short, all of the basic corporate 
functions. In contrast to the ad 
manager of yesteryear who was 
primarily concerned with the de- 
\tails of advertising as a practi- 
tioner, the advertising executive 
today in more and more companies 
is recognized as a part of the man- 
agement team and as such is con- 
cerned with the company’s long- 


“Advertising men are management people” 


it had always stoutly maintained— | 


$440,000, and a headquarters staff 
of 34. But these figures scarcely 
mirror the growth of the associa- 
tion and its increased scope. Mem- 
bership in the ANA is by compa- 
ny, and its significant growth in 
breadth of service is more accu- 
rately indicated by the fact that 
more than 2,000 individuals are 


says, “you see a great broadening,| term and short-range planning, 
|internally as well as externally.” | profits, product and market re- 
| Still another movement of which| search as well as all phases of 
he is proud is the role the ANA| marketing activities. 

| has played in developing coopera- “The ANA has made its greatest 
tive efforts of various kinds, such | contribution as the guiding force 
as The Advertising Council and | in this important development. 
the Advertising Research Founda- | 

tion. And this closer cooperation 
| with agency and media organiza- 
, tions of all kinds, he insists, has 


® “Directly related to this is the 
spectacular growth and expansion 
of advertising, from a total for all | 


not been affected in any way by | advertising of $1.3 billion in 1932 | 


to $10 billion in 1956. Thus adver- 


|in our economy as a creative sell- 
| ing force. Even more significant is 


| the fact that today advertising is | 


widely recognized by business, 
government and the public as a vi- 
tal communications force; in short, 
the life blood of our economy. 

| “The great progress advertising 
|}has made is largely the result of 
the progress made in better work- 
ing relationships between the or- 
ganized component elements in 
advertising—media, agencies, and 
advertisers—demonstrating that 
cooperation with understanding 
| pays. The growing responsibilities 
j}and needs have been met by co- 
| operative efforts through a high 
| order of leadership, statesmanship 
and industrywide participation in 


“We hope to become increasingly 
useful” 


a host of projects to serve the 
common cause. Many substantial 
accomplishments could be cited 
but two will serve to illustrate the 
point: The work of the tripartite 
Advertising Research Foundation 
in the area of research; the indus- 
try-supported Advertising Council 
in the area of public service ad- 
vertising which has won the ac- 
claim of industry, the government, 
and the public. 


“We're in a transition period to a new era” 


Photes by Schonbrunn-Ives, New York. 


“The ANA has played a leading 


|role in these progressive and far- 
| tising has proved its essential role | 


reaching accomplishments. Enough 


}cannot be said for the dedicated 


service rendered to the common 
cause by the most experienced and 
high-minded leaders in advertis- 
ing among the ranks of advertis- 
ers, agencies and media who have 
come to recognize that the whole 
is greater than any of the parts.” 


® Gesturing characteristically 
with his ever-present cigaret as he 
sat talking in his pleasant office 
on Manhattan’s East Side, with the 
towers of midtown New York and 
the home of the United Nations 
visible through the windows, Paul 
West allowed himself a moment of 
philosophical scrutiny of the fu- 
ture. 

“The last half century,” he said, 
“was an era in which production 


was the dominating force in Amer- 
}ican industry, in government as 
well as in management thinking. 
Now we're in a transition stage to 
}an economy of consumption and 
| distribution. 

“Now management, responsible 
| to stockholders for profits—and to 
}employes for jobs—must of ne- 
cessity give more attention to not 
how much can they make, but how 
|much of what kind of things can 
|they sell. Therefore advertising 
|and selling are much more closely 
| integrated into management, and 
| market research and consumer re- 
| search are more and more deter- 
|}mining the products to be made 
| and how they should be sold.” 


® Is Paul West sorry that he has 
stayed at the ANA for 25 years? 
The answer is obvious. He shakes 
his head seriously over the prob- 
lems that still need solving, but it 
is clear from the eager look in his 
eyes that: 

“There are lots of problems, all 
right; but it seems quite clear that 
advertising, and advertising peo- 
ple, will both becomé more and 
more important as the years go on. 
Here at ANA we hope to become 
increasingly useful to them—and 
we vill, because of the wonderful 
| work that is being done by those 
2,000 active individuals who give 
so freely of their time and talents 
in an effort to help each other. 

“I guess the nicest thing of all 
about this business is the wonder- 
ful people who are in it.” . 
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Coming 
Conventions 


*Indicates first listing in this column. 
Feb. 17-18. Midwest Newspaper Adver- 


tising Executives Assn., semi-annual 
meeting, Hotel President, Kansas City, 
Mo 


Feb. 22-23. Northwest Daily Press Assn., 
38th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 24-26. Inland Daily Press Assn., 
winter and spring meeting, Drake Hotel, 
Chicago. 

Feb. 25-26. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 7. A jated Busi Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 9-10. Annual Missouri News- 
paper Management Clinic, School of Jour- 
nalism, University of Missouri, Columbia. 
Sponsored by the School of Journalism, 
Missouri Press Assn., Missouri Advertis- 
ing Managers’ Assn. and Missouri Cir- 
culation Managers’ Assn. 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-31. International Photographic 
Exposition, National Guard Armory, 
Washington, D. C. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel. 
Bal Harbor, Fla. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising 
Institute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Agssn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15, National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 26-29. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 8. Advertising Federation of Amer- 
tea, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dort-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 

Fontainebleau, Miami Beach. 
June 10-11. Outdoor Advertising Assn. 


Get Your FREE 
- Copy of == 
“HOW BUSINESS » 
USES CLIPPINGS” MESe 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 
3356 complete listings for business, 
farms and consumer mag- : 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 64%" x 9%". 288 pp 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handling. Documented, illustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 
343 So. Dearborn S$t., Chicago 4, Illinoi 


of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 
June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

*Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Ho- 
tel, Washington, D. C. 

Sept. 11-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 
Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 


Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th 1 conv Jung 
Hotel, New Orleans. 


Hotpoint Retail Ad Book 
Offers Tools for 9.400 Ads 

The refrigeration department of 
Hotpoint Co., Chicago, has pre- 
pared a new retail advertising 
book designed to help dealers meet 
their own local marketing and 
merchandising conditions. The 86- 
page, 16%2x13” book contains pro- 
duct illustrations in a variety of 
sizes, logotypes, general artwork 
and feature illustrations which 
enable a dealer to prepare more 
than 5,000 different refrigerator 
ads, 900 food freezer ads and 3,500 
air conditioner ads. 

Supplements will be added on a 
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quarterly basis, with special inser-- NBC Names Ferleger, Berman 

tions issued periodically. Hotpoint | Alvin Ferleger, formerly an at-~ 
also plans to issue a special radio|torney with NBC, and Richard L. 
and tv supplement shortly. All art-| Berman, formerly business man- 
work, ads and illustrations are ager for the network’s opera com- 
available in mat form to dealers at| pany, have been appointed to NBC 
a nominal mat charge. Hotpoint| International Operations, New 
distributors can either pass the) York. Mr. Ferleger will be manag- 
books out free of charge to dealers, | er of administration and sales de- 
or charge them 10¢, as suggested | velopment, and Mr. Berman will 
by Hotpoint. be manager of facilities. 


CLIP THE CLIPPER™ 


Like many other BIG NAME firms, you, too, 


can clip monthly Clipper art for striking, origi- 
nal layouts thet can be produced in a jiffy. 


Lewis Named General Manager 

Wallace Lewis, former display 
advertising manager of the Rocky 
Mountain News, Denver, has been 


promoted to general manager of 
the newspaper. The position was 
formerly held by William Haley, 


who is no longer with the News. 


Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 806M Peoria, Illinois 


And the Mercury and News 
is the medium reaching every 
part of Metropolitan San Jose! 


Y 110,000 Daily Circulation* 
Up 12.2% 


VY 93,000 Sunday Circulation® 
Up 13.4% 


V National Linage 4,913,446** 
Up 13.4% ~ 


* Publisher's Monthly Statement 
** Media Records, 1956 


Up and Coming... 


Billion Dollar Market! 


And on this 190-acre site IBM. . . 


SAN JOSE 


Is building a new, $16.5 million facility 
Will employ 6,500 technicians and workers 
Occupy 948,000 square feet of plant space 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, 


Heart of” California’s Second Gold Rush! 


INC 


aS cli a Se ae tt ae a ee eee ee gh OR Sy ee go ee oe Sy Re eae Aa a a ee i ee eae 
ie ee. es ee, ee ee ae ee ee ee | ee ae ec ai i rege ae age ae 
i eee ee RR | ee ee ee ee eee eee ae ca ee cae ee Ie ee iia ck Get: Se amameetpsial oN Je 
Pr epee I ae 2 See eee ae et ee Bi = RAM a 9 A i ni lea es 0 a Bs Sa ss oe oe oe a ee eer MS aioe Peps od 
vt ie enela SME OT BR Sai. A ee Tales Me ee. Re a a a 4 a ig 5 die ah a 2 a oe ee oe ee me 7 = | epee in ee Pee oo irs 
' é ; es * - ae 
. nak hates 
| = = 
| Po : 
ie... 
ses 
| a 
Po | 3 
aS a om: 
ee cule 
i geen 
eee eee 
ee _ eee <- boo ==, Eta ie 
| eae —— laid Gc) > “2 ee ~ ORS - $tewi ‘ 
ae . . Fy : : — , - ? ‘ a ‘ue eee 
ae Ss = » SS. cc ae 
<= =e ee se 
— - pe - Meizu an : : : hes BRO e ase 
: . —_ —_ % Menas eee ’ LS oe 
m we Bie” % ¥ = oe A a 
i 2 aay 
: e e es a e i an oa , fae 
s “ee ; iy — a Lean 
| nternational Business Machines is in Jan Jose RO sa 
: ee © ete oes 
. ewe eS a eee 
b - —_ ~~ ; <a a  — ‘ \ Se 5 eae 
th. J +. —_ ‘ - ee pe se ; >, a 3 Se os a 
| Oy eo EE ee ee | ) Gen » . 
= a, + te pa. ‘ ; — r, aaa - ne es ad 
"4 ~ ; ™ - 6 eo anil :~ — : “= 
Te Ba . ay — li a7 —— eo \, ce 
a. a ~ a ‘4 inte th —~ - > coo ~— eo “~«_ . Pp &. putt — = ae 5 
ee ~ ay M he DS -- i w ~ “te oe a Et 2 wa “ 
‘ ws Wx oe * ~ . Sane — he ~~ x Ss ee . = 2 ~* Pm. «SE - : 
ee Po at — =< - a ns = ? . ate. IS LA 
ae ete ~ — A ere Ree _ ~ —— male Bu ~ 
bs %, y a . . o ar .” a _ ne — f ne  , on vo, eb S th 2" eee 
j = ~ > ay - dey se SE eS i, = ee 
+ . SN > - af ee : a ; ee ; . all cana ee 
! a Sa aS %~ Se Ce — oe 
x a ae ts ae Sy) So - ee — Sa F eee ute 
; + ee” a. A. a Sin. aot > i J ee 
i *% "3 . = ° al -_ .* , ~ ba ~ # Se, ceed Bose 
» ms, 2 Se — <~ hye a : eg hy 8 
‘i <= > > en. te: ~ ime , ee - : + & + 2 pena 
~*~ ~~ aS .- ~ <7 C- a . ive 
- =~ RN ho Td a ee ae 
~~ ‘\ ~~ a < Ne SE Ea, —— - ~~ ae 
3 » ‘ ~ x" ~ a — = ‘., , - _*s ey ® - ; < mee a eg Spa i 
. ae _— x a ~ ~ ~ 4 - | co aMierdet wt a 
a. \ “ ~ ' oe ¥ - es uf ~ hy oa 
«ba 3 * ~ > . ae 5 ~ ee =i re ee 
= ee _ ™_* a? “A » << . : aie 
F = Dees = > - , ne SS , 3 = ~~ = = re 
. ¥ ° . . . ~*~. te 7a 
: LJ Pe ~S — , - " = —— ' 4 eo , wo) exit 
F » « re - eas be _ ey 
Be a : 3 » aan “ Ss ez, * a ea oO) a “ oa 
wise \ eas S— a ~~ = ~ TN. Sy i oa 
x, - ~ “Se a an aoe cer ry 
: o; : SS -s ~< me an 
\ ad a - 4 7 ‘ - > < a “<M = . Tey | j : ° * i Pe ie 
Ss — SS a ar ~ eee : ~~ Ya err" = Te; ; oe i 
f . -. ¥ t no & ef a Pe. " - . 4 ~ 7a r P . Be 3s ty 
a et ig ! eS. a ee a en ft ba 
: ¢ ; . Wie —_——. ' a ga ot a ‘a 7 = . ~~ pte fs ". 7 
> Z <n . 2 ~2 ke Rea] “ en ate i. * ene mai oe 
‘ ~thy Lie a a —_ “ ~~ > a « ee 
Us - ng a te 4) * sami 
; és aig > : r eee 
= eee 5 Daas = ae 3 » lee oa PEO als 
i , m wig : — , ~~. ~— Lsaty ~~ ‘ *~ 3 ~ ad - a * fee ai ah 
_ METROPOLITAN = QS , SSS = CO” 
‘ é ees 2. . is —_ -—. v >» peer: 
f rr ¢ ti. {es = . > > eee ig 
“Sai Ee ; . eens wan Y ? ges a 
a , pimee RO GE yh ON ee iy - we it Pe < Fea ah a es 
N Peer Shia eee . : ae - _ eee 
| of are " a + : Saf , ~ _— 3 * 7-2 —~ ‘apf ee a oii 
s % Ge ey a oe oe: Get ee 
e ’ _* - sie Bible 
; pe 
ad ys ol ee oes 
| Seay es ; 
he «ea 
a = ee 
J gang 
Se ee 
ae” 
¥ me 
: pene 
a —raee ee” 
Mercury ano News ap 
Z Ce eal 
re ee 
a ee aye 
" fc ae 
pyr 
: nh é es ee 
| S : fea ve a 
as 
aie SO ga TE Si il Es. Pane ie ee ee ge PR en ps ae ane Sate Re tet ip Gia OM et Wien, hare cet aie ; _ pws Baa oy eis suas far wh aa 4 
eS FERS CRN par en ae ele Seatie ~ Sical ie Fe eer Ne heeds #2 Pg aN gs SE ge a ee ence ae SS ome eee ee es A Sag gees oe ater ae eae Peete, tte eee 
FS Ghar tate This jf Mngt = ees Ee Se ee pili gh pes eee eee ne we eT Pie! Th ue comes ekg ee hen eer eat hee Se ge Gch (oe crs amr eee mae ge 2 as ae ; Segre pee eee ge 
Poche Coe ose ee oe acl n ey em on PES ; Sig? ideal Gide rae Wate SMe eke hternd Sak Sy a ge aa ey nbc» aig hans <a genes fase. be 2 anil Re eBay Bt Tia hb. Sey 8 aim ee) (| See) 
ge ae end SS irnra YOR can Orie A APU EAR hn on ee ee ol iyi ie ie im ere st ee peer im a 6 boating a mae ea NOR ON al ike Co! Cee epee Re a ole nae Ss he eRe tS ee cca ee Ae ti eee a ee 
ie renee DIT RIESE SR AOE RR A Se 5 RS Sie aE Bee Si RE ois RR ie. 
‘lores oe a ee ae i cae ¥ we aeae Ve ehee oil 
ic ¢ ee r ae ei | rm ay . Eh 


Advertising Age, February 18, 1957 


Advertising Pages and Linage in Consumer Magazines 


January Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Jan. 
1956 1957 


Women's 
SBride’s Magazine 
Everywoman's ¥ 
Family Circle 


ve 
wa 


SE RRSSRSS, 
o el il 


fountain Edition 
Zo. Calif. Edition 


606.6 610.2 329,092 329,655 
SQuarterly publication. Data shown is for the spring edition, published Jan. 15. 
Parents’ linage includes 280 lines in special Shopping Scout Section. Not included 
in totals. 


Central Edition 

Southern Edition 

SWestern Edition .............. 
Average 4 Editions ..... 


7. 
18.9 
13.9 
26.5 
64.1 
17.1 
15.9 
65.0 
24.3 

0.6 
29.9 
25.0 

8.9 
16.6 

43 
11.5 
19.2 
56.9 
26.8 
26.8 
27.0 


6 
?Published bi-monthly. Figures shown are for January issue. Larger 
(672 lines) in January 1956. {Formerly Christian Advocate. Four issues 
"56; one in January "57. Not included in totals. 


GEERRRSAS 
@Qnnonuono 


Movie-Romance-Radio 
Dell Modern Group: 


| Fawcett Women’s Group: 


Motion Picture & TV Magazine .. 
True Confessions 


Hillman Women's Group 
Ideal Women’s Group: 
Intimate Story 


108,951 


advertising carried by each individual publication. §Published bi-monthly. Figures 
shown are for January-February issue 


Magazine Linage Trend Figures in thousands 


jan[860 
1956 


a 
- 


Bebakes 


tDun's Review & Modern Industry .. . 
§Financial World 


BARNSB 


891.4 856.9 418,907 
§Four issues in January 1957; five issues in January 1956. tLarger 
(616 lines) in January 1956. 


§ 


4. 


Scholastic Magazines 


| Scholastic Roto 


Total Group 


| Outdoor & Sports 


| American Rifleman 


Field & Stream 


Total Group 4193 . 
+tPublished bi-monthly. Figures shown are for January-February issue. 


| Detective & Fiction 


Dell Men's Group ............. : 
Thrilling Fiction Group 


106,893 | 
NOTE: Figures for each publication in the Dell, Fawcett, Ideal, and True Story | 
groups include all advertising carried by the group as a whole PLUS additional 


—— Pages——, —————L nes. 
Jan. dan. Jan. 

1957 

_ Newspaper Sections (I) 

(Nationally distributed with Sunday newspapers) 

§American Weekly 

§Family Weekly 

§Parade 


Total Group Ss BWMis 
$Four issues in January 1957; five issues in January 


Newspaper Sections (II) 
| (AH other newspaper sections and comics) 

$2Chicago Tribune Magazine 
SFirst 3 Markets Group 


84.9 
37.6 
§New York Times Magazine 189.2 


Not included in totals as Chicago Tribune Magazine is also a member of First 
3 Markets Group. §Four issues in January 1957; five 


| 
Comics Magazines 


American Comics Group 


| Archie Comic Group 


tHarvey Comics Group 
National Comics Group: 
(Total 2 Units) 
Red Unit 
Blue Unit 


Canadian National Weekend Newspapers 


(Rotogravure Linage) 
tla Patrie 


tFour issues in January 1957; five issues in January 1956. 
(875 lines) in January 1956. 


Canadian 
Canadian Home Journal 
Canadian Homes & Gardens 


B88 
BEB 
$32 


GREGSS 
RRw~ 
% S58 


English Edition 
French Edition 


o 


BSS 8858! 


~ 
MOND 


seabe 


Life International: 
English Edition 
Spanish Edition 

t Newsweek-European 

tNewsweek- Pacific 

Popular Mechanics: 
Mecanica Popular (Spanish) 
Mecanique Populaire (French) .... 
#Populaer Mekonik (Danish) .... 
Popular Mekanik (Swedish) .... 


£RSES 

BUGS 
wns 
832 


SR wwEN SEQB 
i orUS UU ee 
| | 25 
=™ s 
cou 4~aare 
Se 2283 
Se Fe 


NAAW NEU 
5 


| 


French (Belgium) 
{|[French (Paris) 
French (Swiss) 
German (Germany) 


eooocoocoovioove 


SERRRESRERSSREBS 
SwonEaruad 
S8SSR22223 


ge 


NESSSRARKISROBRKSS 
a 


wwmcocouwmooucouuvmoocoucoouvwovwo of 


a 


PEEP ERI a pS. 


Nese 


ae 
BVA: 
BS 
vPbonuan 


> 
~~ 
— 
a 


SSRSSAVSS 
NSER, 
5388 


Time-Atlantic 
Time-Latin American . 
Time-Pacific 

Visao (Portuguese) 


Nn 
od 
~ 
~ 
i 


| Vision (Spanish) 


Vision (Mexican) 


Nn 


Qvwnvronuoucouso 
By 
#8 


Rue RRESS wa ES waar 
SZESSSSSEIBSSE 


SaRar 


1595.7 450.967 456, 
tFour issues in January 1957; five issues in January 1956. tNewsweek-Pacific had 
two editions in January 1956. Tokyo edition had 37.6 pages; 15,794 lines. Asian 
edition linage is shown above. #Not included in totals. |||Prior to July, 1956, the 
French edition had two sections, Paris and Provincial. 


‘Improvisations’ Open for Ads | inal lithographs each spring in con- 
Artists Equity Assn., New York,/ nection with its Bal Fantastique, 
which puts out a volume of orig-' is accepting advertising for the 


Negotiator 


BERNARD P. GALLAGHER 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


seen basis. The rate is $150 a b&w | months. 
| page. The ball takes place on April | 
5 at the Waldorf-Astoria. 


Two Affiliate with ABC Radio 


eighth annual edition of “Improvi-|KRSN, Los Alamos, N.M., also has 
sations”. Advertisers contract for | affiliated with the ABC radio net- 
the lithographed pages, done by | work, returning after operating as 
American artists, on a sight-un-|an independent for the past 10 


LaCava Forms Agency 
Joe LaCava has formed his own 
advertising agency in Des Moines, sats Sa 
WKWF, Key West, Fla. has/with offices in the Capital City OS ANG! 
joined ABC Radio. The station al-| Bank Bldg. For the past three 
ready is affiliated with Mutual.'years he has been an account ex- 


ecutive with Cary-Hill, Des Moines 
agency. 


SiMPSON-REILLY, LTD. 
Publishers Representatives 
SAN FRANCISCQ CENTRAL TOWER 
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Focus the attention of important people 
around the world on your product. Present 
it at its best to the people who matter most 
in the pages of LIFE INTERNATIONAL and 
LIFE EN ESPANOL. 

LIFE’s International Editions, magazines 
distinguished in content and format, are 
unique in their ability to give your product 
a ‘‘better look” the world over. The power- 
ful visual impact of their large page size and 
superb reproduction focuses attention on 
your selling story. 

LIFE INTERNATIONAL, published in Eng- 
lish around the world, and LIFE EN ESPANOL, 
printed in Spanish for Latin America, de- 
liver a combined net paid circulation of 
more than 610,000 every fortnight. With 


you 
y 


an average of 7 to 8 readers per copy, 
these magazines not only present your prod- 
uct and your company at their best, but 
they reach an estimated combined audience 
of 4,700,000 of your best overseas prospects 
—key people in business, government and 
the professions. 


It is easy to understand why outstanding 
companies the world over each year place 
more advertising linage in each of these 
magazines than in any other United States 
overseas edition. 


They recognize that important people 
everywhere respond to what they see in 
LIFE’s International Editions—as you'll dis- 
cover, too, when your advertising messages 
appear on their pages. 
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GREATEST 
FLEXIBILITY 


Use one theatre, or as 
many as 16,000 theatres 
from coast to coast dur- 
ing a week. USE... 


THEATRE SCREEN 
ADVERTISING 


“APA. 
SOV terior ad 
1032 Carondelet Street 
New Orleans, La. 


|No Gas Limits for 
‘Yanks in Britain, 
Says Travel Chief 


New York, Feb. 12—Planning a 
trip to Britain in 1957? If so, you 
don’t have to worry about the 
petrol (gasoline) shortage. Ameri- 
cans will get priority treatment. 

James T. Turbayne, British travel 
chief who is now visiting here, 
assured prospective tourists that 
they will not be affected by gaso- 


in a car. 
ited supplies,” he said. 


® Not only that, but petrol-short 
Britons won't even resent this ar- 


Daily Express, which said, “It is a 
sound decision that no restriction is 
to be placed on petrol for Ameri- 
can visitors to this country. They 
should be given unrationed encour- 
agement to come and make friends 
among the British people.” 

Mr. Turbayne said Britain ex- 
pects 290,000 American visitors 
this year, a gain of 5% over the 
1956 influx. 


annual meeting of the American 
Bar Assn., to be held in London in 


gust. 


Weintraub Moves Offices 

Weintraub & Associates, St. 
Louis, has moved to new offices in 
the Siteman Bldg., 111 S. Bemis- 
|ton, in suburban Clayton. 


Lanny 


line rationing if they want to tour 


“They can get virtually unlim- | 


rangement, claimed Mr. Turbayne. | 
To prove his point, he quoted from 
a recent editorial in the London 


Swelling the total will be the! 


Advertising Age, February 18, 1957 


Advertising We Can Get Along Without ...No. 2 


POSITIVELY 7 HOURS ONLY, SAT, NOV. 10, 10 to 5PM. 


World Famous Precision 1956 Model BRAND NEW 
Round Bobbin Sewing Machine 


Berns, Embroiders — Sews forwards ond Reverse Over Pins, Et<., Without Attochments 


| 


Regular $149.50! Advertised in Leoding Publications Everywhere — SAVE $109.55! 


Now Be Repect 
ED JR, 


(Tm ree Meee Rs Rete at 


COMPARE WITH ANY MACHINE COSTING $149.50 OR MORE! 


Merce! Peatirety Me Machines bald Ay This Prine Alor betel 


White they jest! wd 
tives on duty 10 ua 5 P. 


LUNKETT’S FURNITURE 


P 
Kiddie Korner From FM 


“i retwreed @uriag sate 
POSITIVELY 7 HOURS ONLY, SAT., NOV. 10, 10 © 5 P.M. 


July, and the World Jubilee Boy| NEVER BEFORE, NEVER AGAIN—DOUBLED IN PRINT—A 
Scout Jamboree, scheduled for Au-| reader who asks anonymity forwarded these two 
® | ads, from the same issue of a newspaper in Fargo, 
N.D., as examples of the kind of advertising we can 
do without, as per AA’s recent suggestion that read- 


2 Days Only, Fri., 6 to 9 P.M., Sat., Nov, 10,9 AM. to 9 PMS 
World Famous Precision 1957 Model Brand New 


Round Bobbin Sewing Machine 


Darns, Embroiders — Sews Forward and Reverse — Over Pins, Ete. Without Attach- 
ments. 


Regular $139.95! Advertised in Leading Publications. Save $101.07 
While They Last! Now $38° This Sale Will Be Held Positively 
Only 


Get Yours Now! Only At Hours Advertised! 


Double Check All These 14 DeLuxe Expensive Features! 


25 YEAR GUARANTEE | _— alt ee tent 


NEVEK BEFORE! NEVER AGAIN! 


| COMPARE WITH ANY MACHINE COSTING $149.95 OR MORE! | 
Motor’ Penttivety Ne Machines Seid ai This Prive After Saw’ 


Complete! -. PORTABLE CASE. guarantes, instruction book and accessories 
FULLY GUARANTEED! 


by ALLIED, the otd and reliahie portable sewing machine dealer 
Mt you cant come im, Gini 57551 or send coupon Before Nev. 10 Letter must be postmarked me inter thal midaight, Nev. 18 
ot NP. Ave. Forge 


ALLIED === 


tively 2 Days Only, Fri, 6 to9 P.M, Sat, Nev. 10,9 A.M. to 9 Pe 


GENTLEMEN | woutd be interested ino 
nee 195) model Midland Sewing Machine 


NAME 


ers help hold up the light of publicity to particular 
advertising that helps destroy confidence in all ad- 
vertising. The two ads are so similar that there can 
be no question about both having originated in the 
same place. 


Europe’s Marketers 
Adopt U.S. Methods, 
Hawkinson Tells AMA 


| Sloan's Begins Contest Drive 

Standard Labs Inc., New York, | Gene Miller a radio and tv writer. 
is starting a campaign for Sloan’s|Mr. Marshall formerly was as- 
liniment, with the copy theme |sistant sales promotion manager 
based on the results of a package | and assistant manager of LP gas 
| questionnaire inserted in the prod-| sales of Continental Oil Co., Hous- 


shall Jr. an account executive and 


| Cutcaco, Feb. 12—Steady prog-| uct. The questionnaire revealed | ton. Mr. Miller previously was 
ress is being made in educating | new uses for the product that had|/ with KFEQ-TV and KRES, St. 
European business men in modern been discovered by purchasers.! Joseph, Mo. 


marketing practices, James 


R.| Ads, slated for newspaper supple-| 


Hawkinson, professor of market- ments in Sloan’s 10 best markets,| Madden Joins KXXL 


_ing, Northwestern University, said| have headlines such as “3 New 


| last week. 


of the American Marketing Assn. | 
and the American Statistical Assn.,| 
| Prof. Hawkinson pointed out that 
| more marketing courses are being 
| offered in European colleges, and 
| that certain U.S. companies are 
| conducting management training 


Potts-Woodbury Names Two 
Potts-Woodbury, 


| Al Madden, former account ex- 


| Ways to Help Free Your Body from : : 7 
In a talk before a joint luncheon Pain.” Consumers are asked to! ecutive with KGO and KGO-TV, 


write in describing their experi- 
ences with liniment. Each receives 
$100 if his story is used. Rockmore 
Co., New York, is Sloan’s agency. 


San Francisco, has been named 
general manager of KXXL, Mon- 
terey-Salinas, the first of a pro- 
posed chain of radio-tv stations to 
be operated by Pacific Ventures 
| Inc. Principals of the company in- 
|elude Stanley Dollar, Morton 


Kansas City,| Downey and Norman Blitz. H. G. 


| ee Moore is a vice-president and account 
executive at Anderson & Cairns. His clients sell 
such diverse products as pencils (“Eberhard Faber 
puts its quality in writing”), imported Dutch 
flower bulbs (“Symbol of Spring the World Over”), 
world-renowned Facit calculators, and Waring 
Blendors, Mixors, Irons and Ice-Jets. Lanny’s 
also a prime mover in Anderson & Cairns’ new 
business expansion...ten new accounts in nine 
months. An all-around advertising man in the 
A&C tradition, Lanny Moore has been public 
relations specialist, copy chief, ad manager of a 
clothing chain, partner in his own advertising 
agency, specializing in industrial and appliance 
accounts, and teacher of advertising at CCNY. 
If you'd like to know more about Anderson & 


Cairns, and what we can do for your advertising, 
pick up the phone and ask for Lanny Moore. The 
telephone number is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 
130 East 59th Street »« New York 22, N.Y. 


courses for European business men. 


. Marketing problems in Europe 
|are different than in the U.S., he 
said, for the following reasons: 


e Less competition. Cartels are le- 
gal in Europe, and, in some in- 
stances, companies in certain in- 
dustries agree on fixed prices and 
share of the market. 


e Domestic markets are relatively 
small, compared to American mar- 
kets. 


| 
e The prestige of European mar-| 
keting men is not nearly as high | 
as in the U.S. In Europe, a market- | 
ing man is usually rated lower 
than production and other execu- | 
tives. 


| 
e European business men are not) 
as well trained as their U.S. coun- 
terparts. 


Prof. Hawkinson told the group | 
that he returned to the U.S. re-| 
cently after spending several years 
|in Europe setting up a graduate 
school for business men at the Uni- 
versity of Turin and working for | 
the Organization for Economic Co- 
operation for Europe in Paris. . 


|Hamm Beer Buys TV Show 


|neapolis, has bought the new Ziv 
|vidfilm series, “Harbor Com- 


mand,” for sponsorship in 56 mar- | 


\kets starting Oct. 1, 1957. Camp- 
bell-Mithun is the agency. Wendell 
Corey will star in the adventure 
' series. 


Theo. Hamm Brewing Co., Min- | 


Mo., has appointed Ernest T. Mar- 


Wells Jr. is exec vp of the group. 


At the newsstand, issue for issue, more men buy TRUE than 
buy LOOK ...or LIFE magazine. Total newsstand sales 
averaging 1,088,000 copies at 35¢ a throw! Greater dollar 
sales at newsstand than SEP. ¥ 

Never overlook the buying power of the men who read 
TRUE...2,500,000 currently (and growing). Selling to men? 


Then TRUE goes to the top of 


your list. 
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Advertising Age, February 18, 1957 


Shades of E. B. Weiss... 


New Electronics Machine, Bizmac, 
Being Used by Retail Stores Group 


Boston, Feb. 12—Harold D. 
Hodgkinson, general manager of 
William Filene’s Sons, last week 
unveiled details of a new electronic 
brain which he said would allevi- 
ate “many of the root problems of 
retailing ... and sharply stimu- 
late its growth.” 

Speaking at the opening of the 
Tobe Lectures in retail distribu- 
tion at the Harvard Graduate 
School of Business, Mr. Hodgkin- 
son revealed that the new ma- 
chine, Bizmac, developed by the 
Radio Corp. of America working 
with members of the Associated 
Merchandising Corp., would cause 
“a major upheaval in retailing.” 

Mr. Hodgkinson said that the 
new machine would offer many 
opportunities for executives “to 
grow big quickly as retailing 
achieves 


basis of increasing population; 
changes in customer’s living hab- 
its; continuing obsolescence in 
consumer goods and with less ef- 
ficient controls. Now electronic 
retailing will sharply stimulate 
growth. 


s “By taking over merchandising’s 
laborious aspects, it will free mer- 
chants for creative thought. Me- 
chanics and engineers can keep it 
functioning,” Mr. Hodgkinson said. 

He said that programming the 
machine will be a field in which 
alert merchants will excel, but he 
warned of its mechanical limita- 
tions. 


“Only a clear-headed, intelli- 


gent, open-minded, flexible mer- | 


chant with a new revolutionary 
vision and common sense can tell 


it what to do and interpret what | 


it has done. 

“These electronic machines, 
great as they are, can’t do a thing 
without direction. Just as neither 
the X-ray machine nor the elec- 
trocardiograph can effect a cure, 
Bizmac will not run a department 
store or chain.” 


s Explaining Bizmac, here are 
some of the things Mr. Hodgkin- 
son said the machine will do: 

1. Cut down laborious tabula- 
tions of sales and inventory fig- 
ures. 

2. Advise what to buy, in what 
quantities, when and at what 
price, and in addition tabulate 
sales at the counter, recording 
charge accounts and control of 
credit. 

3. Aid in management problems, 
forecasting the direction of busi- 
ness and customer wants. 


® He said it will also change the 
method of counter selling. 

“Suppose you came in to buy a 
shirt. A small, box-like gadget on 
the counter, with a few keys, will 
quickly devour all the facts about 
this sale, including lighting a small 
red light if your credit is unsatis- 
factory, and transmit instantly by 
wires to Bizmac all the facts. It 
will tell you almost instantane- 
ously the condition of the stocks 
in your store or even how Mrs. 
Smith feels about gray wool-knit 
dresses.” 

Mr. Hodgkinson said that for the 


last three years experiments have | 


been going on in each of the 26 
AMC stores, studying the best pro- 
gram of questions for Bizmac. 
“We have spent many millions 
of dollars of our own money 
for the first pilot RCA installation 
at Higbee’s in Cleveland. Simul- 
taneously, experiments in other 
AMC stores are going forward 
with specialized electronic retail 
products of IBM, Burroughs, Clary, 
Frieden, Remington Rand, Sweda, 


its second big growth. | 
Previous growth took place on the | 


| Datomatic and National Cash Reg- 
| ister,” he said. . 


|  (Editor’s Note: For further com- 
|ment on the “electronic revolu- 
tion” in retailing, see E. B. Weiss’ 
| third of three articles on the topic 
(on Page 61.) 

|New Book Tells ‘How to 

|Use a Tape Recorder’ 

| “How to Use a Tape Recorder,” 
|by Dick Hodgson and H. Jay Bul- 


len, has been published by Hast- 


|ings House Publishers, New York. 
Mr. Hodgson is executive editor of 


Advertising Requirements and In- 
dustrial Marketing and Mr. Bullen 
is managing director of BulMarc 
Features. The book, written for the 
recorder user who doesn’t know a 
cathode-follower from a phono 
jack, aims to help business and 


home recorder owners learn how | 


to get full 
machines. 

Hundreds of potential uses are 
explained in detail for business 
men and those who use recorders 
in the home. The book also ex- 
plains what to look for in selecting 
a machine, how to take care of it 
and what to look for in servicing 
or repairs. Price is $4.95. 


Shulton Names Dieh! PR Head 

Edwin Diehl, formerly public 
relations director of P. Lorillard 
Co., has joined Shulton Inc., New 
York, as public relations manager. 


value from their 


onl book reveals authoritative, 


“off-the-cuff” direct selling secrets! 


If your product is sunshine and blue skies, you’ve 
got it made. But if you sell down-to-earth things 
like shiny new cars or good things to eat you know 
how important it is to reach the people with the 
most buying power. 


There’s a goodly amount of buying power in Met- 
ropolitan Detroit, and WJR is the radio station 
that can help you reach it. You see, 81% of the 
purchasing power is controlled by folks 30 years 
and over. In an average day WJR reaches more 


The Great Voice of the Great Lakes 


WJR... 


CBS Radio Network 


50,000 Watts 


The best things in life are ...W-H-A-A-T?7!17 


listeners in this select group than the next six 
Detroit stations combined! 


These fabulous figures are through the courtesy 
of the Bureau of the Census—and the result of a 
survey made by Alfred Politz Research, Inc. They 
prove just who has the buying power, and how 
completely WJR reaches them. 


If you have something to sell in the Detroit-Great 
Lakes area, ask your ad manager or have him con- 
tact the Henry I. Christal office nearest you. 


Your children will have 
more buying power in 
the future if they have 

better schools today. 


DIRECT SELLING 
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PHOTO REVIEW 
OF THE WEEK 


TREND ?—Come- 
dian Ben Blue 
uses his head in 
this Paper Mate 
Co. commercial. 
Mr. Biue and his 
pretty ringside 
companion will DOUBLE PREMIUM—To introduce its redesigned Rice Krispies package, 
appear in the Kellogg Co. is promoting a ball-and-jackstones set enclosed in the 
new commercial, box and—as a bonus for boys—an offer of a 14” squirt “machine 
starting in mid- gun” available for 50¢ and two box tops. Advertising support in- 
March, on the cludes “Wild Bill Hickok,” “Arthur Godfrey Time” and “Name that 


2. Joanne Boyne is 
Friday night Tune,” al BS-TV. L tt Co. is th ' rer ae . 
fights, pA e si lonc eo Burnett Co. is the agency ol wreihid seta the Clleces 


Tribune’s new Food Guide section 
Mat o- 
pone Rha, fat which will be published every Fri- 
Gillette Co., its day starting Feb. 22. 


parent eng oo - — itis 
Foote, one al 

Cant see a thing | 
but that real beer! 


Belding, Chicago, 
~\ . / J 


is the agency. “ 


SELECTIVE BLINDNESS—Gunther Brewing Co., Baltimore, is getting 
extra mileage out of its sponsorship on radio and tv of the Baltimore 
Orioles baseball team, April through September, 1957, by using a 
baseball theme on its outdoor posters. Sullivan, Stauffer, Colwell & 
Bayles, New York, is the agency. 


VENDING FOR HIM- 
SELF—Ed Cashin, 
exec vp of Bat- 
ten, Barton, Dur- 
stine & Osborn, 

Kelley Wilson Rudnick McCann Faher New York, has 
INSTRUCTIVE—In observance of National Advertising (WGN-TV, Chicago). R&R men are George Rudnick, vended his way 
Week, four executives of Ruthrauff & Ryanand Wil- vp and director of copy; Charles McCann, research to a mid-morning 
liam Faher, ad manager of Baldwin Piano Co., Cin- director; Robert Wilson, copywriter, and Verne Kel- soup break. Since 
cinnati, discussed “The Evolution of an Ad” on the ley, assistant account executive. The discussion Campbell Soup 
half-hour “Learning Brings Adventure” program traced the development of a Baldwin ad. Co. is a client of 
BBDO, it’s not 
surprising that 
this hot soup 
vending machine 
is one of the first 
to be set up in an 
agency. BBDO, in 

fact, has three. 


ALL OuT—These 
advertising girls 
try an icy dip at 
Centerville Mills 
 @eS YMCA camp by 
way of publiciz- 
ing the Cleveland 
Women’s Adver- 
tising Club’s ef- 
forts to raise 
funds to send 
underpriv i- 
leged children to 
camp. The cold- 
toed girls are 
Beverly Ann 
Richter (left), 


Proud Brophy Theobald Hoberle 
OFFICIAL—In city hall ceremonies, New York Deputy Eckhardt, ad week chairman, accompanied by James 
Mayor John J. Theobald proclaimed “advertising as Proud, assistant to the president of the Advertising Marcus Advertis- 
the accepted stimulant to American business” in Federation of America, sponsor of the week, and ing Agency, and 
setting the week of Feb. 10-16 as National Advertis- Fred J. Haberle, advertising manager of Bohack by | Marilon Pasmont, 
ing Week. Accepting the proclamation is Thomas Food Markets and chairman of the ad week commit- : — = an ad artist. 


D’Arcy Brophy, chairman of the board, Kenyon & tee of the Advertising Club of New York. 
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Closedcircuit 


tem are scheduled for the auto} begins 


and includes | cold-water sudser for woolens. 


An order for a national closed | industry in Detroit late this month | newspaper, television and point of |Cummings, Brand & McPherson, 


circuit show already has been re- 


or early in March and for Chicago purchase promotion. A market- 


Telecasting System 
Offers Color Service 


New York, Feb. 12—A closed 
circuit color television system, 
which will cost advertisers 25%- 
30% more than an ordinary b&w 
operation under similar conditions, 
was unveiled in a week-long pre- 
sentation to advertisers and agen- 
cies by Closedcircuit Telecasting 


ceived from one unidentified cli- 
| ent, he said. Closed circuit has been 
| handicapped up to now in the 
fashion industry, he said, because 
of the absence of color. 


s Interest in the system also has 
been expressed by companies in 


Stores and J. C. Penney. 


the textile industry, he said, and| 
by organizations such as Allied | 


area admen at a later date. e| 


Ade-O-Matic Tests New 
Dust-Off, Plans Campaign 


by-market introduction of new 
Dust-Off is planned and later con- 


,}sumer magazines will be used. | 
|The theme of the campaign is| with Benton 


| Reckford, is the agency. 


/Two Join Marschalk & Pratt 
William H. Lewis Jr., formerly 
& Bowles, and 


Ade-O-Matic Co., Chicago, is | “Fight D. A. (dust attraction) the | Charles A. Mittelstadt, previous- 


launching its new Dust-Off with | 
a test campaign in Rockford, III. | 
Dust-Off, a dust-repellent finish 
for furniture, is now made of a| 
completely new formula, the com- 
pany says, and is packaged in an 


New Dust-Off Way.” 
Beginning in the summer, Ade- 


|O-Matic plans similar market-by- 


market campaigns and an ex- 


|panded promotion for two other | 


products—C ling-Free, an anti- 


lly with Tatham-Laird, have 
joined the Marschalk & Pratt di- 
vision of McCann-Erickson, New 
York. Mr. Lewis is a vp, group 
| head and member of the agency’s 
|plans board, and Mr. Mittelstadt 


System at its studios here. 
Fanshawe Lindsley, president of 


Further presentations of the sys-| aerosol spray can. The campaign | static garment rinse, and Nyce, a|is an account executive. 


the organization, revealed that it 
presently can transmit closed cir- 
cuit color tv to about 50 top mar-| 
kets. 

Mr. Lindsley believes closed cir- 
cuit television will go color be- 
cause of an increasing emphasis 
on color in merchandising. The 
auto industry is especially interest- 
ed in the color system, he said, 
adding that auto companies in the 
past have spent as much as $600,- | 
000 on the introduction of new 
models to dealers through touring 


| WAY OUT 
IN FRONT! 


Oldtime steamboat races along 
our Ohio River Valley were often 
close, and hazardous to put your 
money on. Quite different from 
today’s audience race among 
TV stations. When you put your | 
money on WSAZ-TV, you've 
picked THE winner. Survey after 
survey gives the title to this 69- | 
county giant — and the latest | 
Nielsen is no exception. Consider 
these WSAZ-TV margins over | 
the next-best station: 


95,670 more homes per month 
99,430 more homes per week. 


101,130 more daytime homes, 
weekdays 


100,580 more nighttime | 
| 


homes, weekdays 


WSAZ.TV steams with compar- | 
able popularity across a four- 
state domain wherein almost 
$4,000,000,000 buying power | 
awaits advertisers who like to | 
ride with the winner. The gang- | 
way is down at any Katz office. 


| 
| 
| 
| 
| 


My tt 
CONT ho oe 1\4 a led ld 
HUNTING TON-CHARLESTON, W. VA. 
V.3.C. NETWORE 
Affiliated with Radio Stations 
WSAZ, Huntington 6 WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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Automatic Canteen’s Hinkle Sees Vending 
Industry Reaching $10 Billion Level by ‘67 


PHILADELPHIA, Feb. 12—Sales of 
the automatic vending industry 
will rise from the current retail 
rate of $2 billion a year to $10 
billion in 1967. E. F. Hinkle, pres- 
ident of the Automatic Canteen 
Co. of America, in making this 
prediction last week before the 
Financial Analysts Society, cred- 
ited the boom to “new products in 
new vending machines in new lo- 


cations.” 

“Until 1950 our business was 
pretty much confined to candy, 
gum, nuts and cold beverages,” 
he said. But since then the indus- 
try has branched out in all direc- 
tions, he asserted. 

For example, he said, in the 
past year Automatic Canteen has 
developed a new brewed coffee 
machine to replace instant coffee, 


‘a new hot canned food machine, 
'a new 20-column cigaret vending 
/machine and a 5¢ gum machine. 
|In addition it has developed out- 
|door vending machines for use 
outside supermarkets. 


® Consequently, he pointed out, 
“while the sale of our original 
product lines is today larger in 
dollar volume than it has ever 
been, it represents a smaller per- 
centage of total vending industry 
sales than ever before”—a trend 
which he expects to continue. 


| Automatic Canteen, Mr. Hinkle 
revealed, was founded with a cap- 
ital stock of $30,000 in 1929. By 
1943, its retail sales and other 
revenues were up to $14,700,000; 
by 1950, to $36,700,000. In 1955 
they leaped to $99,700,000, and in 


fiscal 1956 they reached $104,200,- | 


000, with after-tax earnings of 
$2,392,975. . 


Borden Advances Campbell 


William B. Campbell, formerly | 


| national advertising manager for 
|all Borden Co. radio and tv, has 


— 


“Gerald not only can count on the youngsters as his 
fans but adults as well.” VARIETY 


“Should start adults elbowing children for space in front 
of the set.” TIME 


“For all of those who have been crying that television 
needs something fresh and new, this is it.” BILLBOARD 


“Gerald is the Ed Sullivan of the world of animation.” 
RADIO AND TELEVISION DAILY 


“The Boing-Boing Show should prove a family delight.” 


TO 


THE NEW YORK TIMES 


“IT can recommend it to you without reservation as one 


of television’s greatest pleasures.”” NEW YORK POST 


F Gerald McBoing-Boing cannot speak a word. 


He doesn’t have to. The television critics have 


been speaking up for his new UPA-produced 


cartoon program in glowing phrases. The movie 


exhibitors have named his film, “Top money 


short of the year.” And Hollywood has given 


him an Academy Award. But words cannot 
describe the delightful effect of Gerald’s sound 
effects. He’s got to be seen to be appreciated. 


As an advertiser who knows how readily family 


pleasure carries over into family buying, we 


suggest you see Gerald on Sunday at 5:30 pm 


EST, and let him show you what sound effects 


The Boing-Boing Show can have on your sales. 


CBS TELEVISION NETWORK 


| been promoted to manager of the 
Borden general advertising de- 
partment. Terry R. Rice, an as- 
sistant national advertising man- 
ager who has assisted Mr. Camp- 
bell for the past two years, will 
take charge of Borden tv-radio ad- 
vertising. Assisting Mr. Rice will 
be Edward J. Peguillan, who has 
been manager of Elsie Enterprises 
\licensing operations and the de- 
partment’s premium section. Mr. 
| Peguillan’s former duties are be- 
jing assigned the display service 
| department. All three men joined 
Borden in 1952. 


| ABC Names Accas, Rabinovitz 
| ABC Television, New York, has 
|appointed two administrative of- 
| ficers: Gene Accas, former Tele- 
vision Bureau of Advertising vp, 
who will handle special assign- 
ments in advertising promotion, 
research, sales development and 
long-range program planning, and 
Jason Rabinovitz, former assistant 
controller of ABC, who will be re- 
sponsible for financial and busi- 
ness matters. 


John HART 
Lon CHANEY 


James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye’s 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you fo it. 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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Chicago 
360 North Michigan Avenue 


American National Bank and Trust Company 


of Chicago 
Amity Leather Products Co. 
(Rolfs Division) Personal leather goods 
The Autopoint Company 
(Division of the Cory Corp.) 
James B. Beam Distilling Company 
Beam Bottled in Bond Bourbon, 
Jim Beam Bourbon, Beam’s Pin Bottle Bourbon 
The Clear Springs Distilling Company 
(Division of James B. Beam Distilling Co.) 
Vodka, Brandy & Cordials 
John B. Canepa Company 
Red Cross Macaroni Products 
Carr, Adams & Collier 
Bilt-Well Kitchen and Storage Cabinets, Windows 
College inn Food Products Corp. 
College Inn Tomato Cocktail, Chicken Broth, 
Chicken a la King, and related products 
Cromwell Paper Company 
Converters of Industrial Papers 


“Generally a ‘hot’ shop on new products...” 


Advertising Age—December 31, 1956 


we work for these clients: 


Helene Curtis Industries 
Enden Dandruff Treatment Shampoo ;* 
Lanolin Discovery Hairdressing 
Kings Men 
en's Toiletries 
Lentheric, Inc. 
Tweed Soft Fragrance Shampoo* 
Jose Escalante & Co., Inc. 
(Division of General Cigar Co., Inc.) Corina Cigars 
General American Transportation Corporation 
(All Divisions) Designers, builders and lessors of 
Railroad Cars. Specialized Railroad Cars, 
Process Equipment, Conservation Structures, 
Plastics Moldings, and related products 
The H. W. Gossard Company 
Foundation Garments 
Inland Steel Company 
Inland Steel, Inland Steel Container 
Mogen David Wine Corporation 
Mogen David Wine 
Key Wineries* 
( Division of Mogen David Wine Corporation) 


*These are the new products we are helping to introduce or have helped to introduce during the past year: 
Chateaux Flavored Vodka + Enden Dandruff Treatment Shampoo + Tweed Soft Fragrance Shampoo + Key Wines * Peak Mix Dog Food 


EDWARD H. WEISS AND COMPANY 


(formerly Weiss & Geller, Inc.) 


New York 
460 Park Avenue 


Parker-Kalon 
(Division of General American Transportation 
Corporation) Industrial Fasteners 


Perk Foods Co. 


Perk Dog Food, Vets Dog Food, Vets Cat Food, 
Peak All Meat Protein Mix* 


Purex Corporation, The 
Blue Dutch Cleanser 
Manhattan Soap Company 
(Division of The Purex Corporation) 
Sweetheart Soap, Blu-White Beads; 
Protex Deodorant Soap 


Sealy, Inc. 
Posturepedic Mattress 


Sealy Mattress Company of Chicago 
The Solvents & Chemicals Group 


Visking Company 
(Division of Union Carbide and Carbon Corporation) 
Food Casing Division, Plastics Division (Visqueen) 
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Weiss Study to Be Available 
TV Movies: Problem or Solution? 


C.M. Asks for a Sound Reason 
When Do Images Start Selling? 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Manufacturers Will Change Marketing Practices... 


THE NATIONAL NEWSPAPER OF MARKETING 


. How Manufacturers Will Feelthe Marketing Impact 


of the Electronic Communications Revolution 


By E. B. Weiss 


In the two previous articles in this 
series we reviewed the enormous for- 
ward strides being taken in the science 
of electronic communication, and dis- 
cussed how these developments. will 
revolutionize retailing. Now—how will 
manufacturers feel the marketing im- 
pact of the electronic communications 
revolution? 

Let’s start in a seemingly unlikely 
place—the dress industry—Seventh 
Ave.’s famous ready-to-wear industry. 
Believe it or not, electronic communica- 
tion has actually moved into the show- 
room on Seventh Ave. The manufacturer 
is Jonathan Logan Inc., apparel manu- 
facturer with a sales volume over $50,- 
000,000 annually. The new system is ex- 
pected to speed the handling of orders 
during the peak buying period and will 
help make earlier fall deliveries of mer- 
chandise possible. 


# In the annual processing of showroom 
orders there is often great delay while 
the orders are written up and put into 
production. Under the new Logan sys- 
tem, a punch card operator makes out a 
card in the buyer’s presence. This con- 
tains all data bearing on style, color, 
size and date of shipment. 

The punched card is then sent to Lo- 
gan’s coordinating headquarters in North 
Bergen, N. J. There the information is 
transcribed for the direct preparation of 
manufacturing tickets. The punched 
cards are also used for the information 
record from which the bill is made and 
for shipping. The cards are expected to 
speed up starting production anywhere 
from eight hours to two weeks. (Some 
day, that punched card in the showroom 
will be fed electronically from the show- 
room directly to coordinating headquar- 
ters. This is feasible right now.) 

When the cards are fed into a special 
tabulating machine in the Logan office, 
they will enable the concern to imme- 
diately spot buying trends. Thus it 
can intensify its system of concentrating 
on best-selling items and withdrawing 
or not recutting styles that do not win 
strong immediate response. (See the 
marketing implications?) 


Some Industrial Developments 

That’s just a tiny example. Let’s ex- 
amine one of the great developments in 
industry stemming directly from the 
communications revolution. Case in point 
—General Electric: 

By consolidating data from more than 
131 plants in 101 cities and 26 states, the 
GE accounting organization’s headquar- 
ters prepare financial statements and 
reports for management, the board of di- 
rectors, and share owners. Reports in- 
clude monthly statements that compare 
actual operating results with budgets 


This is the third of a three-part series by E. B. Weiss, Advertising Age colum- 
nist and director of merchandising, Doyle Dane Bernbach Inc., New York. The 
first of the series, which appeared in these pages Feb. 4, reviewed new devel- 
opments in electronic communications; the second, which appeared Feb. 11, 
discussed developments in the field directly pertaining to retailing. This—the 
concluding article—deals with manufacturing, and the effect advances in 
electronic communications will have on the manufacturing field. 


and with the results of prior periods for 
each department, quarterly statements, 
cash-requirement forecasts, press re- 
leases, and financial data. Additionally, 
various reports are prepared for the Se- 
curities and Exchange Commission, trade 
journals, and many governmental agen- 
cies. 

Prior to complete decentralization of 
GE’s operating departments, data were 
mailed into the group’s headquarters at 
Schenectady. With the growth of the 
company, this consolidation of data be- 
came a monumental task. Results for a 
given month could not be made avail- 
able until later and later in the follow- 
ing month, thus detracting from the use- 
fulness of many reports. 


s A rapid means of transmitting and 
consolidating financial data from all lo- 
cations was put into operation in 1954. 
The leased telegraph and telephone net- 
work of the company was utilized, a 
coded teletype arrangement made, and 
receivers installed for direct receipt of 
financial data in accounting headquar- 
ters. Under this system, teletype mes- 
sages are transmitted during off-peak 
hours to the accounting operation de- 
partment from all over the country. Each 
message coming into the main switching 
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ELECTRONICS IN ACTION 


center that is destined for accounting 
bears a special code. The coded-tape in- 
formation is then converted to punched 
cards. Next, data are consolidated and 
statements printed completely by ma- 
chine. 

The day after telegraphic receipt of 
data, a finished report is on its way to 
the company’s executive offices in New 
York City. Reduced manual drudgery al- 
lows accountants to concentrate on ana- 
lyzing and interpreting these reports. Lat- 
est operating results are available two 
days after department books are closed. 

The most significant benefit of mech- 
anized accounting is that management 
now has up-to-the-minute results of 
far-flung operations. Plans can be 
promptly formulated and corrective ac- 
tion taken. 


s In late 1955, one of the great textile 
houses (textiles are a notoriously “back- 
ward industry”) moved into new head- 
quarters offices. We refer to M. Lowen- 
stein & Sons, a vigorous leader in this 
rather ponderous industry. Included in 
this new-age-of-communications head- 
quarters installation are: 

Conveyors installed to move papers 
swiftly for processing from sales to credit 
departments. Telautograph machines 


THIRD ANNUAL ELECTRONICS CONFERENCE AND EXHIBIT 


NEW YORK City 


IN ACTION—This is the cover design of a program sent out by American Management 
Assn., announcing events in its 3rd ani ual electronics conference and exhibit. 


Don't miss it! Take a trip while you sip... 
at K&néet Notions Breakfast! 


Go to 
Hudson’s 
Northland Store 


via closed 
circuit TY! 


When? Tuesday, February 5, at 8:15 A.M. 

Where’ Hotel Sheraton. Astor, New York, in the Grand Ballroom 

Your hosts: Mr. Ralph K. Guinzhurg, president of Klewmert’s 
Mr. Richard M. Bleier, vice president of Klemert's 


Crt wet bor the fastest business “trap ever’ Viet The cup of caller ot the Kiewert Breaklast We ll pve you 
J | Hedvon Company's new store, Northland ans largeseveen TV closeup of all the newest aetone 
mute stam Detrort while you spe temurety served — shout setting Nutvons sad have you out by 10<uf 


Hurry! Reserve space now! Mail this coupon today! 


KLEINERTS, 485 Filth Avenue, New York 17,8. ¥. 


1 will attend the Notions Breskiast om February 5. 1 plan te bring other executives from our store, 


NaweE POSITION 


STORE NAME ary. STATE. 


NEWEST NOTIONS—This Kleinert trade pa- 

per ad is an invitation to attend Kleinert’s 

Notions Breakfast in New York, where 

guests had a look at J. L. Hudson Co.’s 

new store in Northland, suburban Detroit, 
via closed circuit tv. 


were placed in every major department 
to alert sales personnel to customer ar- 
rivals. A complete message center was 
opened with hookups direct to the firm’s 
shipping mills, dyeing plants and out-of- 
town sales offices and over 50 automatic 
recording “secretaries” were installed to 
private line telephones for executive dic- 
tation. 

Other mechanization included: Push- 
button dumbwaiters for distribution of 
bulky mail, samples and packages, esca- 
lators from main to selling floor, auto- 
matic elevators, electrically operated 
curtained showrooms and a highly mech- 
anized bookkeeping and accounting set- 
up. 


Other Examples Abound 

In a closely related industry—rug mak- 
ing—we find that high-speed almost 
fully automatic communications systems 
are designed to produce maximum effi- 
ciency at the new $1.2 million Eastern 
Regional Service Center for Bigelow rugs 
and carpets. Order handling is designed 
around a network of automatic teletype 
machines connecting district sales offices 
with the center. When an order is ini- 
tiated, a pre-punched tape on file at the 
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sales office automatically records indi- 
vidual service and billing information for 
the dealer concerned. 

The only manual operation of the send- 
ing clerk at the district office is teletyp- 
ing in the pattern, size and quantity of 
order. The only manual operation of the 
receiving clerk at the Service Center is 
adding the register number and total 
yardage. 

As the order is received, the teletype 
machine at the Service Center automati- 
cally cuts a tape recording all the in- 
formation related to the order. This is fed 
into the house teletype circuit for auto- 
matic transmittal to the shipping de- 
partment. In the same operation, the 
house circuit produces all the forms that 
are required for billing, shipping, control 
of delivery and permanent records. 


® The teletype network also provides di- 
rect communication as well as commu- 
nication between district offices and the 
center for the exchange of other informa- 
tion. In addition, it is a channel for fre- 
quent, automatic transmittal of detailed 
stock sheets to district offices and for a 
supplementary service that keeps stock 
information up to date. 

To operate efficiently the vast organi- 
zation of the Aluminum Co. of America, 
communications play a vital role. One of 
the largest functional manual tape relay 
teletypewriter systems was installed for 
Alcoa with a relay center at the com- 
pany’s headquarters in Pittsburgh. From 
this center 32 intercity circuits branch 
out to some 88 sales offices and work lo- 
cations over a 20,000-mile network. 

Alcoa has gone a step further with its 
teletypewriter system by adapting it to 
a highly complex “paper simplification” 
procedure. With this, customers are as- 
sured that an order completes the cir- 
cuit from the sales office, via the net- 
work center, to the plant on the same 
day it is transmitted from the sales of- 
fice. 


s Coupled with its message facilities is 
the use of “five-channel-tape” as a com- 
mon medium to operate and integrate 
electric typewriting, tabulating-card- 
punching, teletypewriting, and potential- 
ly other equipment in the mechanical 
processing of order data. In addition, Al- 
coa proved, selected, and applied at the 
several stages of the order-to-invoice 
cycle those modern methods and equip- 
ment which were most practical without 
copying data by hand. 

One of the keys in helping this system 
to operate most economically was the 
standardization of forms to the simplest 
possible design. Alcoa’s sales offices 
throughout the country are equipped 
with electric typewriters which are cap- 
able of producing and reading five-chan- 
nel-tape as a by-product of typing. Sales 
offices are equipped with Bell System 
teletypewriter machines which are con- 
nected over long lines and associated 
company facilities to the production plan- 
ning division in Pittsburgh either direct— 
or for West Coast offices—through a 
sub-relay center. 


How Sylvania Uses System 

A few months ago, ADVERTISING AGE 
carried a report of Sylvania’s remarkable 
communications center, to which refer- 
ence has already been made in this study. 
That report so ably wraps up the why, 
how and when of the electronic commu- 
nications revolution and its impact on 
marketing at the manufacturer level that 
it is summarized here: 

“It now takes Sylvania Electric Prod- 
ucts only a day or so to draw in informa- 
tion from the field in order to devise a 
market research program that previously 
might have taken weeks. 

“The key to this process is a nation- 
wide 18,000-mile private communication 
network, coupled with a data processing 
system described as a ‘completely revo- 
lutionary concept of the application of 
automation and electronics to industry.’ 


BURROUGHS’ ROBOT—An engineer checks out Burroughs Corp.’s latest electronic robot. 

William Watson, president of Names Fulfillment Inc., Irvington, N.Y., purchaser of 

the machine, said that in the past, the production, alone, of 1,000,000 names and ad- 

dresses for mailing purposes used to involve 200 hours, five machines, and a total 

cost of over $5,300. The Burroughs Series G can handle the same work load in 75 
hours at a total cost of $2,400, he said. 


“The leased Western Union network 
consists of 71 Sylvania stations in 61 
cities and towns in 20 states. Its focal 
point is the company’s new 50,000 square 
foot data processing center in Camillus, 
near Syracuse. The heart of the center 
is a Remington Rand Univac electronic 
computer. 

“Don G. Mitchell, Sylvania chairman 
and president, said that, as far as he 
knew, the network made Sylvania ‘the 
only company tied completely together 
from a communications and data proc- 
essing standpoint, with the data proc- 
essing function centralized in its own 
facility.’ 

“The over-all purpose of the data proc- 
essing center is to supply the entire Syl- 
vania organization with a wide variety of 
vital information on the many phases of 
its operations. This information is to be 
available in greater detail, more accu- 
rately and more quickly than ever be- 
fore. 

“The specialized communications facil- 
ities link Sylvania’s 45 plants, 19 labora- 
tories, 27 sales offices, 17 warehouses and 
its executive offices. These installations 
feed financial and production informa- 
tion via the Western Union network to 
the data processing center. 


s “At the center, the Univac and sub- 
sidiary electronic equipment quickly con- 
vert the information into summarized 
data on which can be based decisions at 
the corporate, divisional or plant level. 

“The centralization of Sylvania’s data 
processing functions—including the gath- 
ering, recording, computing and classify- 
ing of a variety of information on volume, 
sales, billing, and many other types of 
business activity—was made necessary, 
said Mr. Mitchell, by the company’s rap- 
id expansion in many diversified fields. 

“Growing plant and laboratory opera- 
tions and enlarged distribution and mar- 
kets make necessary high-speed process- 
ing of operating data, he explained. 


® “Marketing information can be as- 
sembled speedily from all over the coun- 
try, expediting the entire market re- 
search program at Sylvania. 

“Commenting on the need for rapid 
consolidation of operating and marketing 
information, Mr. Mitchell said intensive 
competition in industry has caused a 
shrinkage of the intervals between de- 
cisive events. Managements, he said, must 
base quick decisions on these events. And 
information must be available far more 
rapidly than is possible with conventional 
communications. 

“Mr. Mitchell also cited the cost saving 
factors in the new data processing sys- 


tem. He added that profit improvement 
on all products is expected to result, be- 
cause the system will provide extensive 
addditional information about company 
operations and competitive markets 
which previously could not be accumu- 
lated because of high cost.” 

Fundamentally, electronic communica- 
tions will solve the great problem of cen- 
tralized control of decentralized opera- 
tions—one of the gravest concerns of our 
industrial giants operating far-flung, 
enormously diversified empires. This is 
the situation that is being successfully 
tackled by Sylvania’s communication 
center. 


Small Businesses Also Benetit 

At the start of this discussion of the 
application of electronic communications 
to the marketing problems of manufac- 
turers, an installation in a women’s 
ready-to-wear establishment was de- 
scribed. The Logan organization, referred 
to in this example, is a giant in this in- 
dustry—its volume is in the $50,000,000 
category. What about smaller organiza- 
tions? 

Well, let’s go to the West Coast—to 
Portland, Ore.—and look in on the White 
Stag Mfg. Co., maker of sportswear. This 
company has installed a Sperry-Rand 
Univac electronic computer to speed the 
weekly analysis of orders to detect and 
gauge style and color trends, both on a 
regional and a national basis. It is ex- 
pected the machine will be of inesti- 
mable value in obtaining information 
within hours and minutes instead of 
weeks and months, as compared with 
previous methods. 


® In the fast moving sportswear indus- 
try, where sensitivity to fashion and con- 
sumer preference is a major criterion of 
success, one of the toughest problems has 
been to get factual information early 
enough on customer desires in order to 
switch production to styles and colors in 
greatest demand. 

The computer digests weekly reports 
of production and sales, including as 
many as 23,000 items, and within a short 
time gives the answers to whether pro- 
duction figures should be increased or 
lowered to meet sales demands in the 
various sportswear items manufactured. 

For the introduction of new lines, pro- 
duction is geared to estimates of what 
will be sold, but as soon as orders begin 
to arrive, the Univac takes over, eliminat- 
ing much of the guesswork. Orders are 
then sent to a machine, which performs 
arithmetical operations of addition, sub- 
traction, multiplication and vision to di- 
gest all the information needed to coor- 
dinate production with actual sales. 


Advertising Age, February 18, 1957 


Even salesmen’s reports are suscepti- 
ble to electronic communications. Per- 
haps one of the outstanding examples to 
date of electronics in getting field data 
from a far-flung sales force is that of the 
Champion Spark Plug Co., Toledo. Cham- 
pion used to be hampered in its sales op- 
erations by the overloading of both field 
men and the home office with paper 
work. But its unique electronic card sys- 
tem of sales reporting frees field men 
from the chore of writing reports. It 
permits the company to receive and proc- 
ess a far larger bulk of data than ever 
before, and to do it faster, more cheaply, 
and more efficiently. 

The basis of the system is the compact 
card that lists all the questions the com- 
pany wants answered. IBM calls these 
“mark sense” cards, because they are 
marked with a special pencil and fed into 
electronic equipment that senses the 
marks and punches permanent cards. It 
gets sales reports in complete detail on 
3x7” cards! 

Champion sales representatives in the 
field get supplies of three different cards, 
plus a special marking pencil and batch 
of mailing envelopes. The three types of 
cards are designed to provide a variety of 
information about each of three catego- 
ries of calls the field man makes—to a 
dealer, to a wholesaler or to a special 
event, such as an auto or boat race. 


® After every call he makes—they aver- 
age six a day—the field man marks the 
appropriate card. This takes about 45 
seconds—only a few minutes a week, 
contrasted with the four or five hours 
per week filling out reports. If he has 
more he wants to say about a call, he 
marks a space on the card and writes his 
remarks on the back; when the tabulat- 
ing machine reaches it, it is ejected for 
special attention. 

Where the cards are tabulated elec- 
tronically, Champion has an up-to-date 
summary that’s sent every month to 
each sales representative and his district 
manager. It shows all of the field man’s 
activities for the previous month: the 
number of calls he made, new accounts 
obtained, service problems solved, and 
the type of customer—service stations, 
oil firms, fleet operators—he contacted. 
It presents at a glance a record of every 
minute of each salesman’s time spent for 
the company. It provides field men and 
their district managers with guides for 
determining weak or strong points. A 
report, for example, might indicate that 
a man is spending too much time calling 
on customers who are already in the 
Champion fold and not enough time on 
other dealers who need to be wooed. 


® The second highly valuable report 
compiled by the new system deals with 
Champion’s big accounts. This report is 
intended for the company’s top manage- 
ment in its approach to important cus- 
tomers. With it, Champion can go, for 
examplé, to a big oil company and say 
in effect: “Look at this. Our sales people 
made 1,500 calls last month on your sta- 
tions. We repaired 798 plug service units, 
cleaned stock for 497 of your outlets, and 
took inventory 365 times.” 

Morale among the sales force is higher 
now that the burden of filing lengthy re- 
ports has been lifted. And the system is 
saving Champion an appreciable sum of 
money. Moreover, by giving the sales 
staff so much more time, it has the effect 
of increasing the size of the sales force. 

It is also expected that the electronic 
system will aid in shaping up advertis- 
ing programs, in scheduling production 
in the plant, in providing data for the 
research and engineering men to work 
on, etc. 


Solves Distribution Cost Problem 
Monsanto Chemical Co. took to IBM’s 
computer center a problem in cost distri- 
bution. The task was to figure out how 
overhead charges, such as utility serv- 
ices, steam and the like, should be ap- 
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E. F. TOMLINSON, President, 
B. F. Goodrich Tire Company, 
a division of B. F. Goodrich 


The President Knows... 


“Because B. F. Goodrich operates two plants in 
Louisville, we consider ourselves industrial citizens 
and are intimately acquainted with the recent 
growth and prosperity of this major, midwestern 
metropolis. With an important stake in the com- 
munity, we are happy to report that today Louis- 
ville is a major marketing center for B. F. Goodrich 


392,500 Daily Combination © 313,633 Sunday 


“WHY B.F. GOODRICH PRODUCTS 
SELL SO WELL IN LOUISVILLE” 


products—notably tires and auto accessories dis- 
tributed through our stores and dealers.” 


Last year The B. F. Goodrich Company backed its sales 
efforts in Louisville with 7,700 lines of tire advertising in both 
The Courier-Journal and Louisville Times . . . newspapers 
which invariably rank at or near the top in every quality 
survey of American newspapers. 


GeEC Louisvitte for all ith. worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


¢ Conrier-Zonrnal - THE LOUISVILLE TIMES 


Represented Nationally by The Branham Company 
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portioned to calculate the cost of produc- 
ing a certain chemical product. 

In multi-product industries, such as 
chemicals and oil, cost distributions be- 
come exceedingly complicated, and in 
many simpler industries they are so ob- 
secured that managers never get to know 
the actual cost per product in time for 
the information to have any significance. 
The problem that Monsanto presented to 
the 701 computer involved a large set of 
simultaneous equations and about 400,- 
000 arithmetic operations. The machine 
worked out a cost sheet for the product 
in a few hours. 

The development of the electronic com- 
puter has created new opportunities for 
management planning and control. Deci- 
sion-making becomes simplified, and also 
requires new attitudes of thought by 
business managers. It will make vastly 
more effective decentralized management 
—a vital gain in view of the broad trend 
toward decentralization of every phase of 
American industry including retailing. 


® The application of electronic analyzing, 
data handling, and control mechanisms 
may be expected to reach far beyond 
clerical functions. These systems will de- 
velop to a point where they will analyze 
marketing and sales data, schedule pro- 
duction, order materials, control manu- 
facturing processes, and schedule de- 
livery of finished products. Already it is 
apparent that such systems can improve 
upon the performance of the human 
brain in repetitive thought processes, 
wherever data can be pre-analyzed and 
stored in an electronic memory. 

In one of our great corporations, a 
study of some of the longer-range proj- 
ects for a giant electronic computer pro- 
vides a vivid demonstration of how the 
new age of communications will alter the 
whole world of marketing. In this study 
we find much longer-range marketing 
uses of the “giant brain”: 

e To prepare monthly, quarterly and an- 
nual budgets. 

e To improve the work-load balance on 
assembly lines. 

e To handle sales and inventory reports. 
This could be extended to include initial 
phases of short-range and long-range 
projections and forecasts, including mul- 
tiple correlations with economic and oth- 
er factors affecting the sale of products. 
e To coordinate materials, machine load- 
ing and labor loading for production 
control. 

e Eventually to do long-range forecasts 
of sales, forecasts employing such data 
as birth rates, family formations, dis- 
posable income, the level of employment, 
availability of electricity in homes and 
comparisons of competitors’ models and 
prices. 

e Eventually also to establish an inte- 
grated system which would provide dy- 
namic distribution analysis. It would pro- 
vide for management an up-to-the-min- 
ute picture of the retail trade and of 
distribution pipelines. The purpose of this 
integrated system would be to enable 
management to adjust selling effort and 
factory effort to make maximum use of 
resources for more profit. 


Manufacturing for Marketing 

One of the most intriguing develop- 
ments lies in the possibility of having 
electronically controlled machines take 
over the mechanical functions of the 
planning and scheduling processes of an 
entire plant based on precise market 
data. Here is how it would work: 

An automobile manufacturer would re- 
ceive all car orders from dealers or dis- 
tributors by wire in punched tape form 
containing data as to model, color 
scheme, tires, accessories and other fea- 
tures. These documents, in the form of 
punched tape, could then be consolidated 
and processed through decoding and tab- 
ulating machines, computers, and tape- 
controlled typewriters. They would com- 
pute the most economical production 


schedule, maintain the required inven- 
tory, automatically direct the flow of 
components to the assembly lines, issue 
shipping orders, and produce correct in- 
voices. 


s Does that sound utterly incredible? 
Well, an engineering firm—Industrial 
Nucleonics—has planned a cigaret fac- 
tory that really staggers the imagination. 
And this factory is receiving serious con- 
sideration. Moreover, several cigaret 
plants are well along the road mapped by 
Industrial Nucleonics. 

As cigarets go through machines at a 
1,200-per-minute clip, they are automat- 
ically sorted into premium, good and re- 
ject classifications. Electronic gadgets 
automatically keep track of the type of 
cigarets each machine is producing. 

Counters on the quality board record 
the number of cigarets coming through, , 
as well as recording reasons for any re- 
jections. The entire production is com- 
puter-controlled, allowing all the vari- 
ables connected with production to be 
figured in split seconds. 


s A second panel is devoted to manu- 
facturing cost data, which of course is 
an integral part of the marketing process. 
The cost of tobacco going into the plant, 
the cost of labor, the cost of paper, over- 
head and other costs are variables which 
are known. So it takes only a mathe- 
matical computation to analyze the exact 
cost of each group of 1,000 cigarets flow- 
ing into packs. Cost data is fed into the 
computer along with production data. 
Marketing and production analysis finally 
join hands! 

Maybe it will no longer be correctly 
said that our giant corporations are so 
huge that they necessarily move slowly. 
Maybe big business will become as spry 
as small business. (Of course, these giant 
computers will eventually be available 
to smaller businesses on reasonable-cost 
rental schedules; also, smaller computers 
and related devices are now coming on 
the market.) But there is little question 
that our giant companies will become 
more nimble in their marketing—and 
that will indeed be a development of 
vast import. 


s Now—what are some of the additional 
changes that may be anticipated in the 
world of marketing as a direct conse- 
quence of the communications revolu- 
tion? We have already pointed out a 
number of potential changes, as we 
moved from development to development, 
from marvelous new electronic devices 
to remarkable new applications of these 
devices. But there are other marketing 
changes that are to be expected and 
which will mold the future thinking, 
planning and daily activities of every- 


— 
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body involved in every step of the total 
marketing process: 
e 1. An end to an era in which an item 
that costs $20 to manufacture will retail 
for as much as $60, with nobody getting 
particularly rich in the process. 
@ 2. A shrinkage in markups all along 
the line of distribution. The mass retail- 
ers in particular, all of whom started out 
as low markup outlets, are now in the 
30 to 50% (and higher) markup brack- 
ets, with the food super excepted. They 
will re-learn the art of low-cost retailing. 
It is not impossible, for example, that 
traffic appliances may ultimately be sold 
—with profit—by mass retailers at mark- 
ups of no more than 20%. General Electric 
has already taken one leadership step in 
this direction. Here is, indeed, a market- 
ing revolution. 


e 3. The food super wil!l once again low- 
er food markups. The food super cut food 
markups from some 30% down to the 
present 17%. Food markups may drop to 
an average of 10% and even 8%. And the 
food super will learn how to retail non- 
foods at considerably lower margins than 
it now takes. 


Starting the Final Markdown 

In general, the process of finally mark- 
ing down markups has started. Electronic 
communication in wholesaling and retail- 
ing will shoot this process into high gear. 
Clearly, any such changes in markup 
practices will necessitate vast changes 
in manufacturers’ merchandising policy, 
ete. Price lining, for example, may go 
through violent upheaval. 

Then too, new techniques for commu- 
nication will probably lead to alterations 
in traditional lines of distribution in cer- 
tain industries, as well as to modifica- 
tions of terms, dating practices, etc. 

It is entirely likely that the communi- 
cations revolution will bring about a 
quickening of the trend toward huge 
wholesaling combines which will operate 
as efficiently as the most modern indus- 
trial plant. If that comes about, then pre- 
cisely as giant retailing has compelled 
broad modifications of manufacturers’ 
policies, so will giant wholesaling have 
the same end result. And just as giant 
retailing has led to powerfully advertised 
store-controlled brands, so will giant 
wholesaling lead to still more powerful 
wholesaler-controlled brands that will 
compete in the market place with the 
known brands both of manufacturers and 
of retailers. 


s Giant wholesaling may also lead to a 
vast expansion in new fields of the vol- 
untary chain concept. The voluntary 
ehain has had its greatest growth in the 
food field. But it has since strayed far 
from food, propelled toward non-foods by 
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HOLDING BACK A BIT—A spread from the 1955 annual report of National Cash Register 
Co., which discussed that company’s electronic program in somewhat cautious terms. 
“It is becoming increasingly clear,” stockholders were told, “that the development of 
an electronic system for business will be more evolutionary than revolutionary .. . 
there will alwaus be a place for machines based on mechanical principles.” 


Advertising Age, February 18, 1957 


The three-part series on elec- 
tronic communications and the 
impact of greatly speeded up data 
processing on retailing and man- 
ufacturing, of which this is the 
final instalment, is based on a 
special study made by the author 
for Doyle Dane Bernbach Inc. 
and published in report form. 

The agency has advised “Ad- 
vertising Age” that it will be 
happy to supply copies of this 
original study to AA readers 
without charge as long as the 
supply lasts. Readers who are in- 
terested should address their re- 
quests to Doyle Dane Bernbach 
Inc., 20 W. 43rd St., New York 36. 


the food retailer’s own trend in that di- 
rection. Consequently, the voluntary chain 
concept is even now being applied to 
many non-food lines by the food whole- 
saler, and as other wholesalers in non- 
food categories merge and grow they will 
probably adapt modifications of the vol- 
untary chain technique to new merchan- 
dise classifications. 

Present programs for working with 
wholesale distributors, and particularly 
with wholesale salesmen, will be impor- 
tantly changed. Electronics and mechan- 
ics will not only revolutionize methods 
of wholesale warehousing, etc, but elec- 
tronics will be at the controls where the 
wholesaler’s salesmen are concerned. 
Two-way radio for the cars of wholesale 
Salesmen has already produced some 
startling differences in the functioning of 
these men. And this is just the beginning. 


The Big Will Get Bigger 

As marvelous new techniques for com- 
munication emerge, there will be a ten- 
dency toward shortening the links in the 
marketing chain between manufacturer 
and retailer. The distributor in appliances 
has reason right now to be aware of these 
impending changes. 

The giant retailer will become still 
larger. Today, we have only two retailers 
with an annual volume in excess of $3 
billion: A&P and Sears. There will be 
more—and still more—in that category 
as electronic equipment costs call for a 
financial power in retailing that only 
great retail organizations can command. 

We may picture a day when some 50 
huge retailers will control from one-third 
to one-half of total retail volume in their 
major merchandise categories. Anyone 
who is curious to know what impact this 
may have on a manufacturer might check 
into the bed sheet business, where just 
three retailers (Sears, Ward and Penney) 
account for 25% of total retail sales all 
done under their own labels! All manu- 
facturers’ nationally advertised brands 
combined probably do no better than to 
match that 25% figure! 


s Another example is the shoe business, 
which has been revolutionized by the 
advent of powerful chains that control 
every step of the process from manufac- 
turing to retailing. It is not unlikely that 
the shoe business will once again be rev- 
olutionized—both by the applications of 
automation techniques to production and 
by the application of mechanical and 
electronic techniques to every step in the 
distribution process, including certain 
phases of the retail operation. (We re- 
ferred earlier to the coming electronic 
devices in the shoe chain.) 

Right now, population decentralization 
has positive limitations—limitations of 
time and space and communications. But 
the whole achievement of the new scienc- 
es is to conquer time and space. That is 
especially true of the science of commu- 
nications. Think this one over—it is of 
great importance. 


® Of course, vast migrations of people 
lead to corresponding changes in uses of 
advertising media, to new locations for 
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he Seattle Times 
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THE SEATTLE TIMES dominates the Seattle market. Its 
coverage saturates every income group. 


For the recently completed independent authoritative study 
made by Dan E. Clark & Associates, ask us—or see your 
O’Mara & Ormsbee man-—for the full published report. 


cial SEATTLE’S ACCEPTED NEWSPAPER 
“ PRESENTED BY O'MARA & ORMSBEE, INC. _ 
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retailers, etc. This will have to be con- 
sidered in the years ahead. 

Since advertising is part of our total 
program of mass communication, it will 
be greatly reshaped by those coming 
achievements of communication science. 
Our magazines and our newspapers will 
be prompt to take advantage of these 
new scientific developments and they 
will continue to be energetically competi- 
tive. 

Radio and television will assume fas- 
cinating new forms—the wrist-radio, for 
example, may some day become an ad- 
vertising medium more important than 
the car radio is today! And if ever we 
achieve the electronically-controlled au- 
tomobile and helicopter—not at all an 
impractical dream—then television in the 
auto, or in the helicopter, and in other 
methods of individual and mass trans- 
portation, may come about. 


Advertising May Be Inadequate 

Our giant retailers have already tend- 
ed to make retailing so much of an im- 
personal, automatic procedure—with an 
ever-decreasing emphasis on personal 
selling in the store—that it now becomes 
a question whether manufacturers adver- 
tise in sufficient volume to compensate 
for the loss of personal selling on the 
floor! 

Manufacturers of certain branded mer- 
chandise can look forward te an era in 
which the selling done on the retail floor 
for certain categories will consist—al- 
most exclusively—of the display of mer- 
chandise that has been pre-sold by ad- 
vertising. Push-button mass retailing of 
some—not all—merchandise categories is 
on the way, and advertising’s job will be 
to push the hand that pushes the button! 

The fact is that in some industries, per- 
sonal selling of all types has been on a 
decline for almost as long as advertising 
has been on the upgrade. With some of 
our largest food advertisers, it can hardly 
be doubted that advertising has taken 
the place of personal selling, in the lat- 
ter’s original aspects, with respect to the 
manufacturer’s sales force, and certainly 
with respect to the food retailer. Much 
the same is true in some parts of the drug 
industry. 

Electronic communications will spread 
and accelerate this trend! 


® In other words, the day of the individ- 
ually spoken word as the basic sales cre- 
ating factor in mass marketing is des- 
tined to wane (but not disappear) in 
many lines, although by no means in all 
lines. 

There are preciously few brands that 
are sufficiently impressed on the minds 
of the public today to take full advantage 
of that new era. Too few brands have the 
real consumer demand, the really pow- 
erful consumer preference necessitated 
by such an era. Most advertised brands 
have only a spotty consumer acceptance, 
and that isn’t enough for an era of imper- 
sonal mass selling. 

Conventions, meetings of various kinds 
including trade meetings, will turn more 
and more to electronics. Closed-circuit 
television, which has already been used 
with high success, is still in its infancy 
in its application to trade meetings of all 
kinds as well as in the job of training 
salespeople. Coming developments in the 
science of mass communication will offer 
still newer techniques for conveying mes- 
sages to the sales force, to the trade, etc. 


s More and more, we will see the mech- 
anized and electron-ized floor display or 
counter display fixture that will do these 
things: 


e 1. Make it possible for the shopper 
by simply pressing a button or turning a 
dial, to give himself or herself a compe- 
tent demonstration of an item. 


e 2. Enable the retail salesperson to give 
a “canned” demonstration which will 
“train” the salesperson as he presses the 
buttons. 

Merchandise fixtures made by manu- 


facturers will undergo vast change. These 
fixtures are destined to combine mechan- 
ical and electronic principles to an ever- 
growing extent. 


Speeding Up Consumer Studies 

One interesting area for conjecture in 
which electronic communications might 
prove of value is that of measuring con- 
sumer motivation. Instead of unwieldy 
test market procedures it may be possible 
to establish precise mathematical for- 
mulas of probability through which elec- 
tronic computers could determine moti- 
vation as affected by price, styling, or 
other considerations. The working out of 
such techniques could prove of great ad- 
vantage in arriving at management de- 
cisions as to price, quantities, or even 
the timing of introduction of new prod- 
ucts. 

New statistical aids made possible by 
electronic communications will greatly 
enhance marketing activities associated 
with forecasting future customer require- 
ments. While this does not guarantee 
that production always will stay in line 
with consumer demand, it does provide 
the opportunity to keep inventories in a 
more balanced position. 

Because of these new communication 
tools, management will achieve new pre- 
cision in eliminating costly product de- 
velopment errors. We are getting closer 
to the day when the sales manager will 
be able to push a button and instantane- 
ously check inventories, margins and lead 
time, all in one motion. 


® Sales will be analyzed more frequently 
in the future. One company, which for- 
merly produced sales forecasts only once, 
twice or four times yearly, now brings 
them out weekly by using the new ma- 
chines. 

The proper use of electronic systems, 
together with application of new methods 
of analysis, can revolutionize marketing 
planning and control in these ways: 


e 1. Provide more useful information 
concerning marketing operations, for use 
in making better decisions. 


e 2. Enable marketing management to 
relate the procurement, production, and 
sales programs for each division in a way 
that results in the largest volume and 
profits. 

e 3. Help marketing management to 
make the best allocation of financial and 
other resources. 


e 4. Eliminate certain marketing man- 
agement functions and strengthen others. 

The attempt to apply truly scientific 
methods of marketing problems has fre- 
quently been made before, but with little 
success. Failure came for a number of 
reasons, but a major factor was the lack 
of equipment for rapidly gathering and 
processing data and lack of scientific 
tools with which to attack these prob- 
lems. Now, the equipment is available, 
many of the required scientific tools are 
available, and more are being developed. 


New Marketing Thinking 

A new approach to the decision-mak- 
ing process itself in marketing may be- 
come necessary. Teams of market spe- 
cialists may make scientific analysis of 
data and report to management in ways 
that will be considerably different from, 
and more effective than, those employed 
at present. 

In order to compete effectively in the 
future, a company may have to make ex- 
tensive use of the new equipment and 
new analysis methods. This may require 
an extensive reconstruction of its system 
of management planning and control, 
substantial revisions of all data-handling 
processes, and perhaps a realignment of 
the organization structure. 

It may, for example, mean that a com- 
pany should accelerate its present trend 
toward decentralization because control 
data can be assembled and analyzed in 
a central office, from across the country, 
as easily and as quickly as they now are 


The Creative Man's Corner... 


IBM 


oer rere 


and secretaries. 


good public relations, is it? 


must be some reason. Think. THINK! 


No... the IBM Electric can't handle the petty cash but .. 


it will produce 


better tymng 


ITSELL Ali. OTHER ELECTRICS CONABINED / 


It’s just possible this IBM ad makes sense to somebody, but it sure doesn’t 
make sense to us—and we happen to work in an office, where there are stenos 


“No,” says the caption, “the IBM Electric can’t handle the petty cash but...” 

Well, now, we never heard of a typewriter or even the rumor of a type- 

? writer that could handle petty cash. So why tell us the machine won’t do 
something we didn’t expect it to do anyway? 

If the ad went on to prove that the IBM Electric saves so much time it en- 
ables somebody who uses it to handle petty cash, too—then, maybe, we could 
figure out some connection. But then, of course, every steno and secretary 
who read the ad would feel they were about to be exploited, and that’s not 


Here is a machine that costs several times the price of a manual typewriter. 
Why should anybody invest in one? Why? IBM must have had some reason 
to manufacture the thing, aside from using more electricity. 

What’s a real sound argument there, IBM, that would cause an old skinflint 
like our Boss to want to switch the whole office over to IBM Electrics? There 


ELECTRIC 3] Tee sow Giacwne a eranawe 
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sent to an office across the street from 
the factory. 

Instructions can be returned as easily 
and quickly. The additional expense for 
communication may well be insignificant 
compared with savings. Indeed these de- 
vices may be used to achieve a further 
decentralization of decision-making, be- 


cause distant managers now can be pro- 
vided with full information. 


s And so we wind up this first peek into 
the next decade of marketing, as it is to 
be shaped by the new science of electron- 
ic communications. 

Happy hunting. 


Looking at Radio and Television... 


Movies: Problem or Solution? 


By The Eye and Ear Man 


As more and more motion pictures for 
television—and better ones—enter the 
local competition for ratings, even na- 
tional advertisers ask themselves, “Is it 
a good buy?” Well, is it? 

First, as they say in Logic I, it is nec- 
essary to define the problem in all of its 
complexities. Motion pictures for televi- 
sion fall into several classes: 

1. Local television features as spot car- 
riers (a) in prime time; (b) in marginal 
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PHOTOGRAPHED FOR LIFE (OCTOBER 22, 1956), BY JOHN SADOVY 


SENSITIVE 


Some photographs are more than pictures. They give an instant, 
eloquent insight into the subject. 


Here is such a photograph—a child being spirited away from 
home, mother and America by a father returning to his native 


Russia. Behind the bewildered glance, you sense a child’s anxiety. 
You know how she must feel. 


Such sensitive photographs are a LIFE hallmark. They are 
one reason why people respond so enthusiastically to LIFE. 


Readers respond to the unforgettable pictures taken by top 
photo-journalists . . . react to personalized reporting, to memor- 


PEOPLE RESPOND TO 


able stories that let them feel and share in the events portrayed. 


Whatever the subject, millions of readers look forward to en- 
joying it fully through LIFE’s rewarding “you-were-there” 
technique. They look, think and respond . . . to the memorable 
pictures, meaningful words and informative advertising pages. 


1. Manufacturers invest more advertising dollars in LIFE than in any 
other magazine. 


2. Retailers in major fields use LIFE’s local impact. They tie in with 
LIFE advertising far more often than with that of any other magazine. 


Sources: Publishers’ Information Bureau (gross figures); Audits and Surveys, Inc. 
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evening time, before 7:30 p.m. and after 
10:30 p.m.; (c) daytime. 

2. Participation in a motion picture 
“network.” 

3. Network feature films. 


® Since the film network is new, it is 
essential at this time to discuss it hy- 
pothetically. It is really a combination of 
various local times—usually marginal 
times—but lending itself to national 
characteristics because of the number of 
stations available. Since it costs $125,000 
net a week for time and talent, with 
about 80% potential U. S. coverage, only 
large national advertisers or a combina- 
tion of local and shared national adver- 
tising can support it. Therefore, it will 
become indistinguishable from its local 
parallel. 

The only regular feature network film 
program at night is the British series on 
ABC Saturday night, 7:30-9 p.m., EST, 
with participations available at nominal 
costs—from $5,000 to $6,000 a minute. 
ABC runs these same British films in the 
“Afternoon Film Festival,” from $1,920 
to $3,000 a minute. Both segments get low 
ratings. 

The bulk of the motion pictures are 
therefore local in nature. Most major sta- 
tions carry them in the early shows— 
around 6-7:30 p.m. and in late shows— 
11:15 p.m.-1 a.m. The prices on these 
vary widely, of course, depending on the 
station and the old law of supply and de- 
mand. These same major stations also use 
Saturday and Sunday afternoons to scoop 
up a little extra revenue on these spot 
carriers. 


= A few stations like WOR in New York, 
with its “Million Dollar Movie,” repeat 
showings of good films. KTTV in Los 
Angeles also has become known as a 
motion picture station, and both of these 
stations have a pretty good share of the 
local audience. The early reports from 
Los Angeles which indicated a runaway 
with certain top films have currently 
been tempered with less optimistic but 
still good ratings. 

These are the facts of the case. What 
should the advertiser do? 

At the present time, despite the excel- 
lence of some of the films, most of the 
offerings are dated and old-fashioned. 
With the exception of the fast moving 


adventure, Western and costume pieces, 
they are unable to compete with top tv 
fare that is current 

There is evidence that some of the 
good top-drawer films can and do com- 
pete with marginal tv or late or early tv 
fare. Also on the weekend, when after- 
noons can be long and tedious, some of 
these films look awfully good. 


® Since the cost of covering the nation 
piecemeal or by the film network plan is 
high and the commercial minutes are 
too plentiful for most advertisers, a smart 
plan is to use these films to “heavy up” 
in markets where a competitor is press- 
ing. Since many other things like news, 
sports, half-hour syndicated film, and 
local personalities are also available, is 
this the best way to use tv locally? 

The plain fact is that there is no firm 
rule. Local buys are a matter of local 
negotiation. Sometimes one type of show 
will be the best buy, sometimes another. 
Area by area, there are wide differences 
in values. There are some benchmarks. 

Some stations are giving guaranteed 
costs per thousand. If the motion picture 
series in the markets the advertiser 
needs give a $2 per thousand homes 
guarantee per commercial minute, it is a 
sure-fire value. Since $3.25 is about the 
national program average, anything bet- 
ter than that is a bargain. 


s Another consideration is the local rat- 
ing. Be sure that the movie series is 
doing well and has a proper share of the 
market ratings. The strength of the com- 
petition usually determines this factor. 

Last, be sure that the commercial isn’t 
buried under double and triple spotting. 
In some cases greedy managers inter- 
rupt a film every ten minutes for not one 
or two, but three commercials of varying 
lengths separated by garbage—usually 
some slides repeating the name of the 
film, quaking music, and an announcer. 
The code of nine minutes per hour and 
a half should be adhered to, with inter- 
ruptions no more than every 20 minutes. 

The real danger in the use of films is 
the loss of identity. The advertiser is just 
one of a long list of names on the old 
asbestos fire curtain of the music halls, 
unless he has a whopper of a commer- 
cial. So don’t be fooled by glamor publici- 
ty. Shop carefully for film shows. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Here are represented two theories of 
advertising. It is pointless to look at them 
and say immediately: “The one at the 
right—big picture, quick flash, little copy! 
I'll take that because I think that’s the 
thing today.” Yet, there are many adver- 
tising people who have never had to 
sweat out the necessity for all possible 
immediate response who would say some- 
thing like that. 

Who doesn’t like the great bold illustra- 
tions and lavish use of space? Surely the 
newspapers do. Surely a buyer likes to 
see his merchandise whammed. An ad 
creator who keeps a scrapbook surely 
likes big dramatic ads. But—let’s delib- 
erate. 


s It’s sounder, in electing between these 
ads, to begin with the prospect—and with 
his relation to the biggest story the ad is 
bought to tell. 

No man in the metropolitan city where 
ad A (right) ran, has any doubt—even 
before reading the ad—that A has blue 


suits. All big—and small—clothing stores 
have blue suits. But this full page com- 
municates to the reader only the fact that 
“navy blue is still on the rise.” There are 
six unfinished worsteds in this ad, rang- 
ing from $70 to $220, and the store has 
lots more (apparently all for slim, svelte 
models). The art doesn’t begin to create 
the impression of disparate styles for men 
of all ages. 

The only selling (?) idea in the ad is 
expressed thus: “...men needed a color 
they could wear anywhere. Navy best fit 
the pattern.” That doesn’t impress men, 
I think, for there are many places navy is 
the last color men want to wear. It is 
hard to understand what is communicated 
here in the way of information, news, or 
service, that is worth the investment of a 
couple of thousand dollars in space. Espe- 
cially when a full page could communi- 
cate and tell and sell so much more. 


® Hudson’s (B) knows that all men know 
they have blue suits. So at Hudson’s they 
approach the man forthrightly and be- 
speak the new importance, not of blue, 
but of blue to the reader. 

The illustrations (left) suggest they 
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Just Looking... 


One of the wisest men—and greatest 
copywriters—I have ever known used 
to say: 

“If a single insertion of an advertise- 
ment doesn’t make actual sales, I can’t 
see how a hundred insertions of that 
same advertisement can make actual 
sales. 

“A hundred times nothing makes 
nothing.” 

There are no doubt exceptions to 
this reasoning. And whether it holds 
true for the so-called image-building 
sort of copy, I don’t know. 

But it seems fairly obvious that it 
must apply at some point to even the 
image-building variety. 

Because nobody, I take it, is going 


By Walter O’Meara 


to pay out money forever simply to 
build an image. Sooner or later a sale 
must be made. 

So it becomes an interesting ques- 
tion: at just what point does image- 
building advertising stop building 
images and start selling goods? 


® This, I suspect, is the kind of ques- 
tion that can never find an answer. 
But it would seem to be a good one to 
ask, nevertheless, at the start of an 
advertising campaign—even an 
“image-building” campaign. 

Especially if it is true, as some peo- 
ple believe, that nothing builds such 
a fine product image as plenty of sat- 
isfied customers! 


have blues in a range from lights to dark, 
and for men of all ages and figures. 
They do not assume the reader is up 
on fashion. They say “Blues are the big- 
gest news in men’s fashions for many a 
year! That’s why you'll find one out of 
every three suits in Hudson’s huge selec- 
tion of fall suits is blue . . . and there are 
literally hundreds of new blues from light 
to dark in every new fabric, new pattern, 
new texture! They’ll add new life to your 
wardrobe, and you'll find them in an un- 
limited choice at Hudson’s. Whether you 
prefer the most advanced styling or lean 
to the conservative—courteous and expe- 
rienced Hudson salesmen will help you 
select a blue suit, or a whole wardrobe of 
blue, exactly to your liking from among 
the finest names in men’s clothing. Blue 
is new, blue is better than ever before— 
and no color has ever been more flatter- 
ing to a man. So this fall, complete your 
wardrobe with new blues—from Hud- 
son's.” Six brands are given, and each 
ranges up from prices at $49.75 to $145. 


s But this store, under no delusions as 
to whether advertising is a creative ex- 
ercise for ad people or a selling force for 
the store, is still thinking of men who are 
about to buy suits. Such men want infor- 
mation, counsel, service—from an ad. 
When men start to read such an ad, it is 
because they are interested. The time to 
serve them well with information is right 
then. 

So the store provides additional detail 
in the small paragraphs at the left, about 
daily shipments, variety, selection, the 


ne mere how many suits you own 

if you haven't 

a new biue suit 

this fall your wardrobe 


isnt complete! 


store’s fashion prestige, and its being first 
with the newest. They assure the reader 
satisfaction, and then offer credit. 

Incidentally, all this is done in three- 
quarters of a page. f 

Advertising should be run for the bene- 
fit of readers if a store is to benefit. 
Readers are not the public. Usually only 
a small segment of the public is “prospec- 
tive’ for any merchandise any given day. 
Good advertising, used by people who 
understand the power of advertising, is 
perfected to serve as fully as possible 
those possible purchasers. 

Only wise and experienced advertisers 
who have paid much in time and effort 
and money to know the truth, devise ads 
so complete and service-rendering as this. 


8 Now I want to emphasize this discus- 
sion is not to contrast two layout and ari 
treatments—two theories of presentation 
The Hudson ad could have had the “new 
bold look” if they had wished to use it 
and still have sacrificed nothing of thr 
story they have communicated. The ob 
ject of this discussion is to point out thi 
theory of “sellers in print” who try t 
make advertising achieve all possible fo 
the customer and the store, as against th: 
theory of “impressionists” who seem t 
believe newspaper advertising can do nc 
more than billboards. 


® I would like the B ad a little better hac 
it told men precisely where to go to gei 
to these suits in the store, and if the in- 
vitation to action had been more specific 
and cordial. 
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THE MAGIC OF NEUTRACEL 


New beauty for your Hammermill Bond letterheads 
—with hardwood’s finer fibers 


When you hold a sheet of the new Hammermill Bond 
up to the light, you'll see its noticeably more uniform 
distribution of fibers. This finer background for your 
letterhead comes from “the magic of Neutracel’’—a 
superior new pulp that’s exclusive with Hammermill. 


New printing methods and business machines created 
a demand for specific paper qualities best obtained by 
blending different papermaking fibers. Now—with its 
exclusive Neutracel process—Hammermill has unlocked 
the special fiber qualities nature grows in northern 
hardwoods to improve the blend of pulps that goes 
into its fine papers. 

Neutracel’s special properties blend with other quality 
fibers to give new Hammermill Bond a _ smoother, 
velvety surface as well as a clearer, more attractive 
formation. And—Neutracel® lends increased opacity 


plus greater bulk—gives letterheads printed on today's 
Hammermill Bond both pleasing eye appeal and quality- 
denoting “heavy feel.” 

Only a few months ago, Hammermill-invented centrifu- 
gal cleaners were installed to make Hammermill Bond 
cleaner than ever before. Now we add Neutracel, a 
$6,000,000 step forward which brings you Hammermill 
Bond that 1) prints better; 2) types better; 3) looks bet- 
ter. Hammermill Paper Company, Erie 6, Pennsylvania. 
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With Hammermill Offset 
you can print the difference 


OSIERY sets the tone of the whole ensemble. 
That's why women are so careful to select the right 
shade . . . You can print subtle differences in shade and 
texture when you print on Hammermill Offset. Today's 
Hammermill Offset reveals fine product distinctions, adds 
realism - - and sales appeal - - to your printed pieces. 
Lithographed on Hammermill Offset, Substance 70, Wove finish 


MANUFACTURED BY 
HAMMERMILL PAPER COMPANY « ERIE, PA. 


ee 
: ae 2 Fe ia Sees a e -ee 
ae i ga) ey, Fora PR ey he ay ee ale ee re 
i eS ie ea ee a a gt Rass, aie 
um 7 ie) oe ae ee ee Se ee a ee ba ‘eae 3 ee Dae 
oo ie eee ane Ae et he Ne ot: oe <3 aes aa a i ates ME 
an a OE ee ae Be. eee as 
ee ee eee ee ee ey ee Bet oe ee ; Bee ee, Oi sek ee ty os ee <u: ogepteaieegt ee ais es sage ee 
ga fe Meee ae git ee Bere yi Bee oF eee cat Cee bc ee = 4 a beeper sg yak) ee v3 prea ae — ee SO eee eee ee ey eee 
Mee ea oo ee ee Re i gt ee. ee Se ae ee ae ot ee ne Beh * os er cn es a a 
51h lai ie "gies Gs 8 eae ea DEEN tee Pee ag te oe es ee ota te cia Ss eke a ei Uae ig Oy hee Wee ee Potion oes ie 
oe = Pe Oe tt ae et rer es eon ec ee igi? ae oe a. meee ere ree re eS 53 ee A eee, < iCk = aes Le ie ne pegs ge Se 2 oan Se eee a 
ee pam Pre eee ee : oon fee ge ed ae Bie a Serene mamma Si | Ce A hae ee oo et Sh ES eee amiaesea Sy or to. a bs Pe? ae ae ea, ee! ke 
ee ee a) a ase oe Pea! Beet BeOS eee ame eal ek See ey Fa eS PTET So ye fe ae : eS A ei pee 
Lee as ae Se eee ee Pi koi aes ee a re Ses Ng ins Stee Wee ae ee Se Soa eae eae 
fe Se eae ae ak she eae ig eM eee oe ae 3 ee oe ee a OS es eR eae ee ee i es Bs cat 
ae: ye ee, is ie a “ae 3 as geet i era es Rech. ae . , ee nes ie 
a eRe ae 
Ot i aie ee ee = a , : os re : ™ aes + «he as Ps So a Bee : et a ee ul 
i ee, a a ‘i fad ae 
| aia ‘eae Bae a ne. es E 
oi aaa amet oe ee teak eae He ; > 
ae: oe ie pes ee aS 26 Se. eee aS 
aa Po ee es re ae, Sena teal ae ‘ 
oi pM a eee meee ee? en ee = ae a , 
sie ae opt ii al pl aie eee aa ES RP 4 Z ie . 
pts seis eee ee ae : Se “ets chet. pea eta aa aa / 
Ef By i ee poe Pa gla Pie eer a ‘ 
se ‘a i Bite) to eel aioe : jee ; 
2 eae 2 STS an >. Sama Pm t hee 
Tet geen eet ee he oe fe " ee 
ee OS ee 1 eee am -s : ; 
ee - Be a res 
hei oe oe 
SR. es ne eee a ; es gee . 
ae eure 7a ae ee i # : 
a ee Ss ) 
Te ree 4 : 
Poe a | J cr ‘ 
calle Ds eS " ¥ 
fs pe Dame iS ; 
i lee ae a : 
rs ye tee = ohana RI ‘ 4 ae 
: Pe is D j f 
> eee eer 4 Sree ie z fy 
Vine tare os a 
: a a e — ona g o * 
= = ae ; 
oy Be } Pane: a 
a f = ' ee eo - 
Bs 2 = a ae tHe 7 
re Yi ; = P me te et 
pi Me a ¥ 2) ae 
oni: 4 shi alahaesyiee= by ‘i Oe eae “eo : a * biccieim eG 
a oo to BREE ae eS. a soe —— _ an Oe of ne 
iy Bees 5 on hn eee ey = eer : a | A re 
ciel ~ as Seat on oe Si * i ae ey . ; : fi oe i z : 
Bayh “ws Soe 0 = eae Ka! ee Go Saeed a eS oe : - pon * 
Res ee SS eee OR Neca ee ae > ae ‘i Se Pi - - ae g at 2 
Co em a. ee ane ame ip e 
ee wee E: tee / fe mH rig . 
i ee ais pi Mere) he eee = : iat : 
Vien ae ere: oar 2. Be igs a J call rs ig 
ee ee eg eas | ee a oe é iy £ : 
i es ie oe or ae ee . ¢ : 
i eee ‘a e, aay aie ae 4 “ : : 
= i “a CO : : a 
pa 2 ; ee enter i oo Fee Sy 3 i 
Se gee aes oo oe 2! el se ; : i : “a 
: “A . ee — 7 & po = 
: Diigo Ae ae : ae ee x se _ = 
oe aa, Sl aupe | 2 > 
iz - eed se 3 x ys Re a 
* 4 ‘ ati oe si z oe F : 
ly eee isle ie a ye eae er ¥ » Fs bys a f 
ee ee oe ee eae ¢ a “ de G 4 ‘ es a g : 
gee aoe ie . : a Ae, an e 3 Bez é : he ~ Ae a ae A 4 ae fa Bie 
Me ry j os Ne . Fee: F : nin: aie’ me é eM for i 
> rt x er A ae! - ee oe a is el ah 7 ies a " 
: aes, lal es. igs ’ & ali — _ ». ae ae a 
Me ) Be Be ee a a : 4 ‘ we — ee ws ee a, 
; rn e i a i Se ee Phe. ee ’ 
7 : ae ao : ae aa ee ee pe EER AZ 4, ; = 
a . ——— e 4 be 4 Od ee ee eo = 
=e a antec ae . 7 Be i § a hare ee ? a 
¥ ee pe ae ae . 2 ae Z Re Mee aoe : 
in en. % : - = 6 31 ~_:) oS : a 2 eee a 3 se 
oe ; af — A ee Pe e Me te oe ‘ Toe 
r : naAN Scars a ae isa ee ee : 
mi ‘ aL es E Ps See Pisae — at F ei ae ; t 
—— a, We “0 a ie a Ser 3 ae a p £4 RR ae eae a at 
ees 3 a ie ee ie anaes = me —- a Meroe Be ei 
i, fae a " eo bi ae ee % RT: : . pein cael it ieee ear +e és : 
aoe a i. AY ey Py ee Pe vas Bis 3 ae — a ee rs 
Shee ie eee ae in eee Ps Y po oe a i, els ae a 
ae Sa ME etek the fice eee : ' =y Bat ae ee Bee ae ——. “oe owe rm 
oe ees ee ‘ ce eam oe ae 4 « a Ms —— nie 1 > nae 
ee ee > ee Fe peat | eee 2 a an eS . 
He oie “oy i? re j 7 te, E oe | F E Bea se ne. ete oe . 3 E> perce: . 
ee ee ee ; . ‘aoe oe f: re a eee = oe “ é = 
ee . pore ee a oe oa Fr — — 
eee F an * Ban ts» eo os ee st ag” a a od 33 Be 
ta 2 : ‘ TS Ge 3 lal i Sato ? = a TES : a a ’ : ee 
7 Rar ee ee i oe) Bre te teeta eS oo ° $4 
Kg ‘ i ae a. ee # p ES ull eg eee ae : Z x 
emp Mat Se . oe ae ge re ea ae 4 . a 
Fre 7 Pest g* Ps » ae - Fo Hance eo Se ae << ae Mee a va SY a é . 3 a . 
fi Eheete & ae * ae ee Boy > 7 re = 
oo nowie, Bo ’ 6 ay 4 aot Pe asad f es ae ae a ae a *i ¥ - : 
: aE ee : at as ee ‘ Se ae - ceo *% 4 * = 
- ” ese by oa —— ee: ae ii oc ee =" . J ¥ R 
cave pa ee uN oe c a os ‘ ee ee Se? — eo ‘gts a ! - 
ag ae Sei, ee Sey oe y 4 a4 Ee z ae Sit a rapa i , eal eS ; " # ee Th 2 # ‘ ies 
es See Tana, aa eee : ¥) p> a ; Ry + c . a a et . 
ek, hy ee ~, > ales , ies, sve Es “ g Fy 7 woe 
er aR oe aie te ; ae i ee é5 4 Pies a oe s Z ue ccs 
bE Seen pes ee eee eee . " ;¥ gE a : } J p Bees Fa ia i : F ma 
eee oe ae a ee ey Cee ead a mee * 3 # f yes es toe — ‘ ss T: ss 4 — a : 
tab aig te ba a : * r aude ‘ oc, a : . gs : . — ¥ ’ 4 ee * ¥ Pr ca ; 
Teeny oes la ; iv 2 ‘ " al 7) >" ‘ ae Se a oe <a - — ae : 
ne kt ae . . re he GF me o <i a st ey ids, ‘ : eigae "s a: ae. a ; 
paige ae Eee: a : e, » i ae We ie eS ee re ate ae iter Po, ’ y Fo a * is a be ad  & i 
Se a ; | So pea — 4 ee ae . > A : pee , a eh ea eam ; 
-e 7 oe . ‘ves a: aS Pe Se Kleene — age SS ae b, 
eee oe a. fat eo eee Pa PS ‘ 4 —- = ee ee, & PA ———— 
ee i ie gs St ee ae i, JP i . ae: — ee a ; 
eo eee F , ht aes Se ee ee Zz aD * 4 oS) . ‘ _ ae . Bet { are 1 rae 
ee a eS Ey Pee sl any as. ae as 4 E 
ee vy - be inl A Pa» as ‘ A. PAD 3 oo No 4 ee ae. © er : *. 7 
Sie eo Tee gona ae = tied it ‘ Ate ee Deo ee eae > — me SS eae aan ae , 
es £2 eee eit ue ue og a + <3**4 Lf ae oa. Y h ‘ < Pe i oa : » é a ae ae ee? ie om me“ ¥ ¥ 7 
eh age eee ak i : 2 ws * ie ee 4. a. > Tee a ta +_* 4%? ta a (oe —_ A -_." % - 
sera o ee ae cee ee Safe , ee he List vet EY Ce le le ae YS es eee ae _ ., £& 4 
ine bauer Sa * r Perr te eh, 0.) Tah ‘eo io ne SEY : Bee ed oe > £257) 4. » 
ay Cee ee eee et - e ‘page Fea lire® thin’ nea ie ee . 2. ae eae . = , ‘ee. ok : 
5 hip ee ee rei at ae 2 at Paw bs Vt. seed. 8 hWaee AS AER aes oe iia 5 ee ey es ieee wea Ol a 
WA. OR car ae “a eas a . DAT Ew 8. ere SS eR at Ss — qi % a 
- 7 ae Panel nee 4 Gas ? At pel <N Se oe a a ~ ‘ae? wi NA Po a a € et Eel a = 
a ene ge stag ey Ra ce ot 2 x Fs > a Y “a w ~s ¥ ,% Cs a en ee ' # ~* ¥s joe eee 7 a xe | —_ a £ ig 
eee! ns) rr ae | ge ae . 5 + hie PS ” i. eee . * arte ri Rs z 
an tee oe ie ass: 7, SPAS sy * ig ry a+ oe) Se) ae id ee oy. a | ee ge f Sate i - i 
—— PIGS Se) aoe, No tm (Aen ok eee — os, i Se ae 
rere Se 4 3 rn - oF) PT Pa® afte Sa eS [2 Fae ce : ea ae % i oa a oe 
Tees, —- fs . Tt oy “# me ; iw . 4. Sw i te Oe an ' ae iis) pet Pe eed my 
‘ . TESA TOD. on Sid ‘h the oe ie> ithe d At Aces ——— ee ieee ~ ye eet eri: Si 
i t he Let foe aye + : . Lia ary” oe ea Fouce:* as ie ee ets os Sera ae ie 
cop a) q " 7 a+ AX, .? ‘ * _* : 4 “4 ee Jo 6 Femeag ia Ct +f oO ee ae a i ee Ge ee he oak i a 
y ~~. ¥ a La t, r ; ‘i ‘j : ee eee ee, Ce alone = 
, : : a a ‘. 1s Ps Sag Ma By Belo ne, Beier E * " 
Po TIee se Ve Utley ey Y pe. eo ee ee eer 
hei Sete - seat. pad; . * é ek ees ee pas 
Oa cae = itt thew , ' ee: ae a ees 
a Been jee ee _ » yo rt . re bed eet ee +4 ‘ 
BOE ae oo es ne *) <“\. i Pai ~->* ee pe on. i. 
at ee is ial oe ea OPP) ae ie = i. % ee aes Mee 
eee Ee se Th ee ees ~~ . ES ea RS le tle pee” ssa i 
ear ge Siew eh iP cowl ake ee aes i iy at \ hia wea 4 ~— hk ' : 
EP IE pier oy Mt area T 0 a 
ce ae Ee ee Saad eyo ae C2 i - . FY as re 1 aie ae tes - 5 
MEE eee 
aS oa eT eRe ne SF sae mam big tt. ®. tT Gah tee ln .. h 
Pea ee” Gan pine ol ae fa sart 4 — tt -* i a 
y eae t Pieter ee * be 5 ca ee ee =a ae gee 
> Gh ® “40.5% * ss ee a $ ieee ale 4 : 
- A ee ae : 
‘a - eee. ee A ee 
= ~~? 4 Ce ae i Ae Me Fue. Meee 
ATA cs ee to 
; st, ® ie gn a hy Tag gras, i de oye 
‘ eee ae “xe & ' <. * . +4, Fi ry. ae 
Se : 3 * > tie a : ig % cae" 

z : q zi a & = ae 
seen? ¥ J ~Y § aoe 
ay ny use le ens # ’ : ice p <«e™ a> a ee 

: 2 ee : aaa is ” ER — — A Ponghow, ate 3 re 
: as ae ae ” - 7 4 ie poet 4 4 +2 3S ! a bie A gt ee 
ee br mee baa i ik o. oe “ he Bs : e. Se Oa = < fe 
a ees Pas, A Ne a pics a . > * wey 1, OF * C. j . i, ia ake 
eee ee ee 4 _s ? a : : ‘ , x meet 
pete i aia ee me of s a “2k 4 ek 2 eg ak as 
mee ee IR * ee | P nicl 0a ali 2 - a ar 
See EC ee ney ee al a cae * ‘) a os Bs nd ‘ ‘i e f — oe, * wa ¥" y ae toh a * 
cree sere ae io fe anya ee ar mn * se A} ess. fy J . . a eg S ee 
een ee SOE Ae eae poten 4 W th a) SLAY ;* ‘ a Kt my es ter A te 
iy SRNR ed op an g* Fal to ‘ok fhe COPD EG: cae f by arate see So 
rhe ete ey iat Le eed nee be | * .* s Poe sn a a4 ram = & Pi aD pate 2 < i, 
tes, 3 i ae ae a ee 4 . a " [as a wie) Sf +", ~ eo oe,” % * a Sot oe : 
ete : are gh 3 a . ‘ n ‘ . : , an hee = >» * A q ae hee b “ ® aa 
. a . : Aas ‘ ~~ > . . . ee 4 qo = Fa J i ¥ rn", “wa @ > et a te , 4 ae 
ae ae E i aes. v4 eat * t 4 er ’ . * +> 4 i ote - e % 72 % “iy . > | a ie eae 
oe ae val A ogee " i. " ss <% . . 4 ‘ ~s . * ae ae irae 8 eye ee 
ere is Cane s ea a hea > +; , . =. a ae : ‘9? T EO te We % - ‘ ¥ ae 4 & ow —s +e”. F.” at? ie 
woes ieee ; aia 7 . #3 ’ 4, 4 x4 _ et a” > , 4 heh a ve a oh i “ys, z se + a . Lin 8 
Fee. Nees ha AE oe wet h Se Tee Nee BLATT bP ® hae oe Re iva Sh & > MAL oo’ tM iano Ya A 43 ASR ORAS VF ss | ee 
eee a Ls ene ss o> J F a rs st + sa oe @ me ty ae ~ yi ye ‘ a a ¥, a, ay i a. .‘o : 4 se 4 J 4, - 0 
Pecan Ete peer ay ere ; ———— ‘ i ; Pare >? s*4 ek a - é es. it Ta ay ae - i oe j . ei rth ele 
Cis pee aaa pith ag ia tn ee yg ei aD = — . lees * ae ue og ah SD 4 ; wad os 7 * i a“, ace: 
ee ite, at Re a eae Re ee oie bil pl ego oe he eS pawerim aan ple eee, J i oe Me nT it be 4 i os A , . A i | ee ~~ re ae 
oS GEN ng Naame ae SNe URL ca ee hea a ee ae Exit a ead Git bd Cee tenes set ee fe ee xe Te PAO eee ik ace , “ae “s * op : P . ee 
ee a ee i) ee - ae Re a geet ees to i oo alana ae a oe 
‘a a ee coral eas, Balad eee ee a ge eid lk =< ae ey ras il anil So ee Oe ge a, eee ner eae : a Pes 
oS ee Pe ee en arn Rone ae ee ee ee en = og As Ce aot Bee ee a i cata hala Sl een 
ie, te ae ere se ee eo es ee ee tee en ee vic Bias Se et ee ey ne fe cet sae Bsa ae ee aa ca ro ee ei “Oe Ne ea Baa Pe ee tee Pee ea Oe) ce oe 
a ge eee Aten eee ee ee Se ee ae es ee nh eee oS ee ei Rana 22 ee 
ee ek ie hl eat ee eRe ego ee EN ek eee tes eo 7 A ee eee a ee . Br Eel oe ee ee 
: ee oa Oe ae one .. ee a lee 9h oe ee es ee ae oe ee ee as i ee nn = 
: Caer eo ee eee hs ee. sae | ee ene tae FS oid REM ck el ea Se sa ee aes 
ae ar, ; ee wear aS, Bete iy core Oh eee [eee ee i a cd Fo ea | Oars tes pet weer i alia ta ee. ier A liel DROS es eee ek ye a 
i. pregame es oe ee Sa ee ae a re eh ge eee Se Ae i. ee pa ee Kien ert Pet ON ee ee le 
Lo ae A Soe ge. a a, oh os be ce AE a a ee i a eee eee ae og as eee ie aes a eae Oey Bes ee eee Fr es Be he eri Oa ie eee Se a ame we ae 
papa Sal re yan ae es ; a : psy aoa ine ates ee a ag ae eee EMIT NS Sek Pees en Rene apa a as i 
OTS elias nats Ene. ae oes xe Tue ae A i ear ae eos: et aa init Stes ‘ ; ae ae te ean belo se See 
alge es eres ; ee as gee ee eS: ‘ gf SENN 
fee? ‘ Fee x 2 eee ae See a ae " Eee a gS j bo gk alrite [nee 
‘cept : Bat ot ee. eee Ph ee . es an. (oe ee i sige og aie ve fat Wel fener Mar ld as Tala : eee 
a 46 , oe ee bo ti ene Seams ts ; . Bi ei ser ome theta a: hice eres ge ae : #9 | AAA a ae Hs : ies Pe Se ah Pe IN alte Fe! 
ties b Shae eee es Tees eae ee ae ; i. a : : ai 1 eemmanllrte <a re er 7 UA gail clamber te ee ot Noni tier ile i oe EE el acy > 3 pe a eer 22). seh S. 
ms i Se ea Side. ice J (se ae coal ght a Deg Ny ae Re: a). dae serine) | aes <a - ‘ Lape oie Leal ieee a ‘ea er es Pay Cn ake be i a Fe San Sore has gS eee 
ta Sie as aes Ae ee oars Sn a. Ss | cares ft een Sila 2 a sae, Spo Ae Sees tS ee 5 lala Ni ii eas ee sect 
eg a, me Wig Aa Ne ee Pere tis pk ee ne oe ae, Ne ee oe err. ee See 2 ae 5 eee taba 3°. Le age Pen Ge a mee a a ed Fare ia A ine - 
Pe ee ee ; SS = ge sale ine Mag ten at # AY ca eee lt a Guhee gel an ge. Sg he Oe i Ee a es A ee ei es ae ; : i ae - “ es 
ahh, Rigel hee ofS Ele) hcl ; eae ih oe ge eet | | eo eee. ee <% Te ees |. eae i we Ga ae thee aca Is a o ‘ . Se " xe 
UM eee ede oe Prat ar mi ea ef ato 8 Ce ee oad Bel ate ee Ay ayes ieee 3 cee meses sy ss ey Sa aa ee, - i. ae ae Tyales pee gs ee < 
Sete? Lusi ee ec godien yok ns Me oy gee fae ok, ria ee i ae aera! fies 2): Ft Nea ee, ee, eS am Eo eal Pe a A ei es Sore Mie nO eee ie 
E area | Lea ap cage ne i ee 2 rr eee a ml a. ee eee ers: Pe te a ee 2: ia aed te a oe (rere Ste Sof oh Pe a tS | ree We aces < ew ve nn ae 
pi es hag i 7 ees See Uy oe Ree, eer ase ee Steg ee baal ae vy ee ee | a ee SARC ee Sele tate: Re 
i oe sae ie z ee ee ee " Beata apa cS Peat oy ‘esata me oe wan oe tee a: fe 9k oa 8 ag mf i ee re obsceg 
csi ag i eas a ee eee a eae eR EY NSN eae re tele eet ar 
er |. bt Se Serge eS ne ae ps ona REPO Meiners 
alr as aa sx YO A fomcae eo a re Pe ete 


Advertising Age, February 18, 1957 


Salesense in Advertising ... 


How Times Have Changed! 


By James D. Woolf 

Shown here are two advertisements of 
Van Camp’s Pork & Beans. 

The ad with the large human-interest 
illustration is running currently in a list 
of newspapers. 

The other ad, “How 
to Bake Beans,” ran in 
the Ladies’ Home Jour- 
nal circa 1908. It was 
written, I suppose, by 
Claude Hopkins. 

How times have 
changed! The current 
ad depends largely on 
the big picture of hap- 
py eaters for reader 
interest and persua- 
sion. In the 1908 ad, words—and a lot of 
them—are assigned the major role. 

“Van Camp’s are the ones that give you 
PICNIC FLAVOR ...ALL YEAR LONG!” 
is about all that is promised by the very 
brief copy in the big-picture ad. 

The 1908 ad, on the other hand, hits 
hard with reason-why hard sell: The 
beans are the choicest Michigan beans, 
picked over by hand. They are the whit- 
est, the plumpest, the fullest-grown, 
costing from six to eight times what 
some beans would cost. They are baked 
in live steam, superheated to 245 degrees. 
They are baked in small parcels so that 
the full heat of the oven can attack 
every particle. Etc., etc., etc. 


James D. Woolf 


s I do not have the facts, but I have 
always understood that Van Camp’s early 
advertising was successful. For many, 
many years Van Camp’s has been Amer- 
ica’s largest selling brand of pork and 
beans. 

Would the consumer of 1957 find the 
1908 ad interesting and persuasive? And 
would the consumer of 1908 have been 
motivated by the 1957 advertisement? 
Would the 1957 ad be stronger if it in- 
cluded at least some of the Hopkins rea- 


Only one with the secret savory sauce! 


CP bbws cee ae @. 


CURRENT COPY—Large picture, short copy 
typify the Van Camp advertisements run- 
ning currently in newspapers. 


How to Bake Beans 


We have no secrets, madam. 


We are going to tell how 


you—if you had the facilities—could bake Pork and Beans 
exactly as good as Van Camp's. 


Gei the chowest of Michigan beans, picked over 
by hand. Get only the whitest, the plumpen, the 
fullest-grown. Have them all of one size 

You will need to pay from mx to exght times 
what some beans would cost, but they're worth 

Soak the beans over night, then parborl them 


Now comes the imposible. The beans must be 
baked in live steam, and you lack it. That steam 
must be superheated to 245 degrees. 

Dry heat won't do. You can't supply enough 
dry heat without burning the beane to a crisp 

Then the beans must be baked in small parcels 
we bake mm the cans. That's so the full hear of 
the oven can attack every particle. Otherwise the 
beans will not be digestible. They will ferment and 
form gas, as do your home-baked beans now 

Bake the tomato sauce with the beans — bake 
into them. That's how we get our delicious blend 

When the beans are baked uneil they are mealy, 
surround the can with cold water. That stops the 


baking mestantly, and sets the blend and savor. 

Then you will have beans that are wholly 
digestible. All beans will be baked alike, yer nor 
a skin will be broken. The beans will be nutty 
because they are whole 


Then the tomato sauce —that's imposible for 
you. tt must be made from whole, vine-npened 
tomatoes, prcked when the juice fairly sparkles 

When you buy the sauce, you rarcly know what 


you are getting. If it is made from tomatoes picked 
green, it lacks zest. If made of scraps from a can- 
ning factory, « lacks nchnew 


Some tomato sauce ws suld ready-made for exactly 
one-hith what we spend to make oun. 


Our port uw the It isn't your fauk that home- 
baked beams are mushy and broken — crisped on the 
top and hall-baked in the middle. That they are 
nenher nutty nor mealy—nor even digestible 


That they always ferment and form gas It is 
amply your lack of facilites. 


Van@mp’s -:- 
PORK»°BEANS 


The best way is to let us cook them for you. We have all the facilities. 
Let us furnish the meals—fresh and savory—ready for instant serving. 


Think how wnwse &@ @ to bake your own beans when 
you can get Ven Camp's, Here i Nature's chowen food — 
84 per cent nutrient. More food value than meat at a thord 
the com. A food you should serve at least three Gime « week 

Think whet you are missing, and what your people 


are miseng when you spoil such « dish os that 
Leave the chowe to your people, Ask them which 

they want. And be gled of thew chowe. For, it they like 

Ven Camp's, we the bother you mve. And ae whet you 

tare on your mest bulls 


Three sizes; 10, 15 and 20 cents per can 


The Van Camp Packing Company, “%" Indianapolis, Ind. 


REASON-WHY—This Ladies’ Home Journal advertisement of 1908 is typical of the Claude 
Hopkins long-copy, reason-why technique. Would it have been more interesting with a 
large illustration? 


Pork & oant — 


son-why? Would the 1908 ad have been 
more interesting and effective if it had 
been illustrated with an eye-catching 
picture? 

I don’t know the answer to these ques- 
tions, and neither do you. I wish it were 
possible to make a fool-proof test of 
these two radically different advertise- 
ments. I wouldn’t be too astonished if 
the 1908 advertisement showed up pretty 
well. 


= If I were the Van Camp company I 
might be wondering if the present cam- 
paign is the most effective way to sell the 
Van Camp’s brand of pork and beans. 
The “Secret Savory Sauce” and the “Pic- 
nic Flavor” surely can be amplified and 
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explained in a way that will capture the 
reader’s interest and attention. See how 
Hopkins did it in the 1908 ad: 

“We bake the tomato sauce with 
the beans—bake it into them. That’s 
how we get our delicious blend. When 
the beans are baked until they are 
mealy, we surround the can with 
cold water. That stops the baking in- 
stantly, and sets the blend and savor 
. . .the beans are wholly digestible. 
All the beans are baked alike, yet not 
a bean will be broken. The beans will 
be nutty because they are whole.” 
And more of the same. 

Poor Hopkins! What a flop he would be 
if he tried that sort of stuff today! Well, 
maybe. How sure are we of that? 
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‘Dear Art Director: This is an auto’ 


Unnecessary words when you are familiar with the Comparative 
Anatomy of Transportation based on these easy-to-draw shapes 
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No.5 of a series 


symbol of automobile. 
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y fc} A 3-square oblong 


Details and variations are easily added if you start with simple shape com- 
binations. Dotted line shows top down. Note man’s size in comparison with 


SSRIS ROR te ea, 


Soe picoadcod'sopdonn 


Pagal paste plana vin 


Any art director will get this any time you use it. Note your size if you 
were driving or examining cargo (x & y). 
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A 5-square oblong, —s 


Here they are together. Compare 
and practice all three (easy). 


A passenger railroad car looks okay about five squares long, vs. about 
three squares for a freight car. Add as many windows as you want to (left). 
Ladder and brake wheel say “freight.” 
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Next Lesson: (No. 6) “Other views and The Airplane Primer” 
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COVER THE 


Say f 


Oue 


lou rate 
e+e BUYS BOTH! 


The LI Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS.HOWARD NEWSPAPER 
EVENING 


When rere quality Scotch 6 
desired anything less than 
King's Ransom is compromise | 


When rare quality Scotch 
desired. anything less than 
King’s Ransom is compromise! 


When rere quality Scotch is 
Gesired. anything less — 
Huing's Ransom 
SLENDED SCOTCH WHISKY . 94 PROOF 
dmoeried watery me 
GUMMORE DISTULERIES COMPARTY 


Notables... 


Nabobs... 


When rare quality Scotch is 
esired, anything less then 
King’s Ransom is compromee! 


Advertising Age, February 18, 1957 
Launches Sardine Spots 


A 13-week campaign featuring 
spot radio as an integral part has 
been scheduled by the Maine Sar- 
dine Council, started Feb. 4 and 
continues beyond the Lenten sea- 
son. Formula selection was based 
on the success of a similar cam- 
paign last summer, it was revealed 
by Richard E. Reed, executive sec- 
retary of the council. 


Field Research Boosts Heyer 

N. Robert Heyer has been pro- 
moted from research director to 
vp of Field Research Co., San 
Francisco. In his new position, Mr. 
Heyer will be chairman of the 
company’s six-man research di- 
rector committee. He will continue 
as editor of the “California Poll,” 
a syndicated public opinion news 
feature. 


Englander Named Publisher 

H. H. Englander, formerly gen- 
eral sales promotion manager of 
Merck & Co., has been appointed 
publisher of Fountain, Luncheon- 
ette & Diner, Rahway, N.J. 


Top 
Reading 


When rare quality Scotch is 
Gesired. anything less than 
King’s Ransom is compromise | 
ENCED SCOTOH WHiteY - 96 PROor 


GUNMOFE DINTIUERIES COMPANY 


CONSENSUS—Virtually everyone agrees on King’s 
Ransom scotch, says Glenmore Distilleries Co. in 


‘Glenmore Schedules 
Biggest U.S. Push 


for King’s Ransom 


New York, Feb. 12—Glenmore 
| Distilleries Co., importer and dis- 
on | tributor of King’s Ransom scotch 

| whisky, will use color pages in 
seven magazines and a series of 
caricature ads in 15 newspapers 
| in the largest promotion for King’s 
Ransom that has been used in the 
U. S. 

The magazine ads explain how 
| the choice whiskies blended into 
the brand produce the “breath- 
o-the-heather flavor and smooth- 
| |mess that have brought it fame 
y \’round-the world for 132 years.” 
| The caricature ads in newspapers 
|show everyone from “barristers, 
bachelors and bankers to turf- 
men, tycoons and_ thespians” 
| agreeing on the taste and quality 
|of King’s Ransom. 
| In addition, Glenmore also is 
jusing a series of color ads in 
| Newsweek, Sports Illustrated and 
| Time featuring its Old Kentucky 
|Tavern bourbon and House of 
Lords scotch. 

All campaigns are backed by 
point of sale and dealer helps at 
both trade and consumer levels. 
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SELL YOUR PRODUCTS OR SERVICES 
WITH 


» Product asin 
Appearance 
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From sewing machines to shoes . . 
trailers to toys . your product, your 
service, your sales story belongs in this 
outstanding merchandising medium. Here 
at the biggest Exposition in the East, a 
“live” audience of half a million custom- 
ers see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details 
EASTERN STATES 


&E Expos don 


. from _@ Magazines being used for the 
| King’s Ransom ads include For- 
|tune, Gourmet, Newsweek, The 
New Yorker, Time, Town & Coun- 
try, and U. S. News & World Re- 
port. 

D’Arcy Advertising Co. is a 
agency. 


GOA Opens St. Louis Office 

General Outdoor Advertising 
Co., Chicago, has opened a new | 
national sales office in the Arcade | 
Bldg., St. Louis. C. A. Guyot Jr.,! 
who has been appointed director of | 
the new office, joined GOA’s Chi- 
cago office in 1956. Before that he 
was associated with D’Arcy Adver- 
|tising Co. in both St. Louis and 
Minneapolis. 


Culligan Names Edwards 


Ken Edwards, formerly assistant 


these ads, running on a weekly basis in 15 dailies in 
eastern, midwestern and Pacific Coast markets. 


WEST SPRINGFIELD, MASSACHUSETTS advertising manager, has been ap- 


a eG Qa SOOO / 


Culligan Inc., Northbrook, 


ing equipment. 


,pointed advertising manager of 
IIL, | 
manufacturer of water condition- | 

| 


for Top 
Military 
People! 


REGISTER 


Write or phone any I 
Army Times office for 
sample copies and rates. i 
PUBLISHED BY 
ARMY TIMES PUBL. CO. 
2020 M ST. NW, WASHINGTON 6 0.¢ 
U.S. OFFICES: Chorieston, S. C., Chicago, Detroit, 


Honolviv,, Los Angeles, Mimi, New York, 


RCA Plans Record Boost 

Radio Corp. of America has 
scheduled the most intensive first 
quarter advertising and promotion 
campaign in the history of its RCA 
Victor Radio & Victrola division, 
RCA says. Consumer and trade 
magazines, radio and tv are on the 
schedule. A special offer will make 
a $14.90 album of Harry Belafonte 
records available for $5 with each 
purchase of an automatic 45 Vic- 
trola. 


Webster to McCann Affiliate 
Eric Webster, British public re- | 
lations man, has been appointed | 
manager of the Brussels office of 
Communications Counselors Inc., 
pr affiliate of McCann-Erickson. 
Mr. Webster will report to Drew 
Dudley, European director of CCI, 
headquartered in London. 


ann Wit AIR FORCE TIMES « NAVY TIMES 
U.S. COAST GUARD MAGAIINE — 

THE AMERICAN WEEKEND - THE MILITARY MARKET 
THE ARMY-NAVY-AIR FORCE REGISTER 


“Sure, Bigelow makes it. You'd be surprised how 
many we sell here on Madison Avenue.” 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including a 
21,000 edge in City Zone circulation . 

a healthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc. 
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Adman Wood Heads | 
New Marketing Unit | 
at Mutual of N.Y. 


New York, Feb. 12—Mutual of | , 


New York, one of the giants of the | 
life insurance industry, walked | 
over to Madison Ave. recently and 
came up with an agency man to| 
head its new marketing division. | 
(AA, Feb. 11). 

Top ranking MONY—$5.7 bil-| 
lion worth of insurance in force 
and $2.5 billion in assets—last 
week appointed Dr. Homer G. 
Wood, former manager of mar- 
keting and research at Grey Ad- 
vertising Agency, to set up its new 
market development division in its 
sales department. He takes over 
as assistant to Stanton G. Hale, vp 
for sales, with whom he will work 
in developing and improving meth- 
ods of marketing and merchandis- 
ing MONY’s multiple insurance 
lines. 

Commenting that new tech- 
niques need to be developed in life 
insurance in order to enable it to 
compete successfully with the 
manufacturers of tangible con- 
sumer goods, Mr. Hale said, “There 
is a tendency for insurance com- 
panies to be unaware of techniques 
used by companies seliing tangible 
goods. 


® “It was our feeling we could 
learn much from the marketing of 
consumer goods lines which might 
be applied to our ultimate ob- 
jectives. We needed someone who 
was not an insurance man, some- 
one with a different perspective.” 

Mr. Hale said that for too long 
it has been felt the insurance busi- 
ness was “different” from those 
industries selling tangibles. 

“In many ways it is different,” 
he said. “All our salesmen go to the 
prospects. There’s no voluntary 
demand for our products.” 


But, fundamentally, he pointed 
out, all industry is faced with the 
same problem—to find out what 
the consumer wants and how best 
to serve his purposes. 

“We're confronted with an ad- 
ditional difficulty. Unlike the 
selling of cars, 
sumer has definite opinions on 


color and styling, people don’t al-) 


ways know what they want in in- 
surance. 


s “Our marketing plans are going 
to be geared to devising more ef- 
fective methods of sounding con- 
sumer product demands in insur- 
ance, as well as to developing new 
markets and to the testing of 
marketing techniques and new 
products,” Mr. Hale said. 


The idea of starting a marketing | 


department was germinated about 
18 months ago, when a three-man 
committee of top senior officers 
of MONY—J. McCall Hughes, vp 
and controller; Frank B. Jackson, 
regional vp, eastern sales, and Ed- 
ward H. Wells, vp and actuary— 
settled down to investigating the 
problem. They had the aid of two 
management consultants, Dr. Mil- 
lard C. Faught and F. F. Bradshaw, 
president of Richardson, Bellows, 
Henry & Co. 


where the con-| 


Recommendations resulted in 
the setting up of the new division 
of the sales department. Dr. Wood, 
who will direct market research, 
received his Ph. D. from Yale in 
1948 and served as assistant pro- 


fessor of psychology at Purdue) 
A veteran of World| 


University. 
War II, Dr. Wood was senior staff 
psychologist with the Central In- 
telligence Agency in the Korean 
war. Before joining Grey in 1955, 
he was with Lever Bros. Co. as 
sales training coordinator. 


® Currently, MONY invests about 


$800,000 annually in consumer ad- 
vertising, mainly in four magazines 
—Life, Look, Newsweek and Time. 
Benton & Bowles is MONY’s 
agency. 


JULES E. THOMPSON has opened Jules 
E. Thompson Co., publishers’ rep- 
resentative, at 681 Market St., San 
Francisco. Formerly San Francisco 
manager of Kimball Co., he also 


80% of C-C’s Sales 
Staffers Relocated 


Cuicaco, Feb. 12—Of 111 men in 
advertising sales, promotion and 
research in all off ces of both Col- 
lier’s and Woman’. Home Compan- 
ion, 87 now have new jobs, E. P. 
(Spike) Seymour Crowell-Collier 
vp and advertisin. sales manager, 
told ADVERTISING \cE. Women ex- 
ecutives and edi‘»>rial executives 
who have lined 'p new positions 
bring the total eve higher. 

This week, at )cast seven more 
appointments hav. been reported: 

Frank Harringtn, formerly au- 
tomotive promotion and merchan- 
dising manager, and Emily Volp, 
former promotion manager, both 
of Collier’s, have joined the sales 
department of Chartmakers Inc., 


plans to open a Los Angeles office.| New York. 


Maxwell I. Andrews of the Col- 
lier’s ad staff has been named 
sales manager of the New York 
Coliseum. Charles E. Hartshorn 
Jr.. New England manager of 
Companion, has joined the Boston 
office of Time. 

Albert G. Forbes, C-C research 
manager, has joined National Field 
Service, New York, an affiliate of 
Alfred Politz Research, and Siler 
Freeman, industrial editor of C-C 
magazines, has been appointed to 
the public relations staff of Kud- 
ner Agency, Detroit. 

Fred Johnson, with C-C many 
years as western manager of 
American Magazine, has been 
named an associate of Chicago En- 
gravers, photoengraving plant. e 


Von der horst Changes Name 
Von der horst Agency, Mountain 
View, N.J., has become incorporat- 


73 


ed in the state of New Jersey as 
Von der horst & Champy. Alfred 
Gene Champy, who has been art 
director since the agency’s incep- 
tion in 1954, has been appointed vp 
in charge of production. 


Stuart Named Ad Manager 

Charles R. Stuart Jr. has been 
named ad manager of the Bank 
of America, San Francisco. Mr. 
Stuart joined the bank in 1951 
and for the past two years has 
been assistant ad manager. 


If you haven't gone 
7 


GO TO YOUR NEWSSTAND 


97.35% of nation’s drusdists 
said 


AMERICAN DRUGGIST 


250 We t 55th Street, 


Non Respondents 


You also have a Givice! 


1 


New York 19 — PLaza 7- 


To the AMERICAN DRUGGIST survey in which this 
question was asked: 


“DO YOU WISH TO CONTINUE 
RECEIVING AMERICAN DRUGGIST?” 


47,999 Independent and Chain Store Druggists said 
“Yes, I do!” 


Total Independent and Chain Drug 
Stores Surveyed 


Total Number Writing in ‘‘I do wish 
to continue receiving AMERICAN 
DRUGGIST” 


Total Number Writing in ‘‘No, | do not 
wish to continue receiving AMERICAN 
DRUGGIST” 


No Answer to This Question 


51,972 100.00% 
47,999 92.35% 
332 64% 
482 93% 
3,159 6.08% 


With its controlled circulation, AMERICAN DRUGGIST 
offers¢omplete coverage of the retail drug stores of 
America. They receive AMERICAN DRUGGIST by choice. 


Why not join the thousands of independent and 
chain store druggists who say “I do’”’ to AMERICAN 
DRUGGIST when you select media for your drug trade 
advertising. 


Results of this AMERICAN DRUGGIST sufvey were 
tabulated by an independent research Organization. 


. A Hearst Magazine . 
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Nielsen Never Hampered 
by Anti-U.S. Feeling 

To the Editor: Thank you for 
the space you gave to our com-| 
ments regarding the story from 
London on the new committee con- 
tract for television audience re- 
search. We do regret that in one| 
instance an incomplete quotation | 
has left a somewhat different im- | 
pression than our origina] state-| 
ment intended. This refers to the 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


well acquainted with Nielsen and our belief that a natural desire to) 
who had made substantial invest- support a native British research 


|ments in commercial television in | firm is more likely to have been an 


Britain. In fact, some of Nielsen’s influencing factor than any nega- 
strongest supporters are to be/|tive attitude toward the American 
found among the leading British | origin of the Nielsen organization. 


|advertisers and advertising agen-|The Nielsen retail index services 


cies. have never been handicapped by | 

We were not the origin of the anti-American feeling during near- 
suggestion that anti-American)|ly 18 years of abundant growth 
feeling might have entered into the | and development in Great Britain. 
situation, but since this idea had| To keep the record straight, and | 


“strained relations” between Brit- | already occurred to some people we | in the interest of transatlantic am- | 


ain and America on the Suez sit- 
uation. 

In our comments we said that | 
while this particular point had 
been raised, the position was not 
supported by a number of large} 
advertisers and agencies who were | 


wished to make it clear that many |ity, we should appreciate your | 

influential British firms were ac-| Making good this omission from | 

tive users and strong advocates of | our original comments. 

Nielsen services. E. P. H. JAMEs, 
Lacking any definite statement| Vice-President, A. C. Nielsen 

as to the committee’s reasons for| C0., Chicago. 


passing up Nielsen’s lower bid, it is | e ° e 
Backs His Auto Dealer 


Brattleboro eformer « Rutland Heraid ° 


OF THE 
VERMONT 


MARKET 


VERMONT ALLIED DAILIES 


as ‘More than Fair’ | 

To the Editor: I couldn’t help. 
but notice your article on Page 12. 
of the Jan. 28 issue of ADVERTISING 
AGE, concerning misrepresentative | 
advertising by certain automobile | 
dealers. 

In all fairness to this segment of 
American business, I would like to 
point out that for every advertiser 
of the “get ’em while the getting’s 
good” type, there are still many, 
many reputable dealers around 
who will bend over backward to 
give the service and attention to 
which every car buyer feels he is 
entitled. 

This is strictly a personal mat- 
ter (our agency has no connection 
with any automobile manufacturer, 
dealer, etc.) but I would like to cite 
the case of Kawell-Waiker Motors 
here in Chicago. Although I bought 
my new Ford from this dealer in 
February of 1956, they are still 
perfectly willing to do service work 
at no charge, in instances where | 
they feel that there is no justifica- | 


Room 516, Statler Office 
Bidg., Boston 16, Mass. 


© Burlington Free Press 


St Johnsbury Caledonian-Record 


* 


Fabulous (Revlon) used this 


eye-dazzling window display to launch 


a major lipstick-color promotion! 
Alpha) produced this important display for Revlon! 


0 ? ( ( First in Display Advertising 


CORPORATION * 15 East 58th Street + New York 22, N.Y. EL 5-2878 


Three-Dimensional 
Lithe in full color process 
49" wide x 43” high 
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Write for Portfolio of Successful Displays 
MOTION DISPLAYS ¢ COUNTER DISPENSERS 


SELF-SHIPPERS *« WINDOW DISPLAYS 
IN-STORE DISPLAYS 
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= 


William Walling 


Sy 


Bruce Barton 


tion for difficulty. 

In all their dealings, both at the 
service and personal level, this 
company has been more than fair 
in every respect. 

It is this kind of business rela- 


tionship that keeps the American | 


public’s faith alive in retail selling. 
L. H. ASHCROFT, 
Wesley Aves & Associates, 
Chicago. 


Cites Auto Dealer Ads 
for Truth and Integrity 

To the Editor: 
your editorial, “The Auto Adver- 
tising Change,’ in your Jan. 28 


|issue, I thought you would be in- 


terested in an advertising cam- 
paign which not only is under- 
standable and true, but is also 


producing exceptional results. 
lam enclosing some proofs of the 


“Common Sense Facts 
about buying a car.’ 


Service & Overhead Savings 
Low overhead and quality service 
means greater cash savings for the 
individual customer at Beverly Buick. 
Get all the facts today at Spence 


Honig's 
Ey BEVERLY 


racT 


“Common Sense Facts 
about buying a car.” 


Public Responsibility 


Your life or the life of someone dear to 


you may depend on the efficent manner 
in which your car is serviced. Special 
Beverly Buick service guarantee means 
that every car offered for sale must meet 
the rigid Beverly factory service standards. 


ads to show you the general theme. 
It backs up our belief that people | 
will still buy an automobile on the 
basis of truth and integrity. 
WILLIAM C. ALLEN, 
Carmona & Allen Inc., Los An- 
geles. 


Market Profiles Go to Work 

at Harvard Business School 
To the Editor: May I commend 

you for your forethought in de- 

veloping market profiles on the 

100 largest national advertisers 

which I am looking forward to 


j}using as a handy reference dur- 


ing 1957. 

I would appreciate it if you 
would send along two reprints; 
one is for an associate. 

Geravp A. Srmon, 

Research Assistant, Harvard 

University, Graduate School 

of Business Administration, 

Boston. 


After reading | 


Advertising Age, February 18, 1957 


Francis Ehrenberg 


Spots Striking Likenesses 


To the Editor: The enclosed pho- 
tograph, taken from the front page 
of your Jan. 21 edition, could come 
under the “How’s that again?” 
category. 

We herewith present our credits 
on the shot. Reading left to right, 
Dean Acheson, John Nance Garner 
and Clifton Fadiman. What do you 
think? 


Morton S. Levin, 
Barkin, Levin & Co., New 


York. 
e 


‘Boating Industry's’ Show 
Issue Was a Whopper 

To the Editor: Complaint. 

That was a very interesting story 
on the boating industry, that ap- 
peared in ADVERTISING Ace of Jan. 
28. 

However, your correspondent 
seemed to think that boating ad- 
vertising is only carried in the 
daily newspapers and general con- 
sumer magazines. He either over- 
looked or didn’t know that six boat 
owner magazines, Motor Boating, 
Yachting, Popular Boating, Boats, 
Rudder and Outboard, had big 
Show issues, and the only trade 
paper—The Boating Industry—had 
an issue of 620 pages. 

Not a very serious complaint, but 
thought I should tell you. 

JAMES W. PEASLEE, 

Publisher, The Boating Indus- 

try, St. Joseph, Mich. 

e e oa 


Readers Challenge Sole 
Value of Paid Circulation 


To the Editor: Your Jan. 21 issue 
carries an ABC ad which quotes 
six advertising agency media di- 
rectors saying in substance that 
paid circulation is the only sound 
way of buying magazine space. 

In the same issue Roy Eastman 
says that “editorial virility is the 
great intangible of publishing, 
greater by far than any of the 
tangible things, such as circula- 
tion . . . and all the rest of the 
things by which publishers attempt 
to measure publication values.” 

I interpret Mr. Eastman’s state- 
ment to mean that if he were to 
buy space he would measure the 
impact created by a publication’s 
editorial quality as the most im- 
portant of all criteria for making 
the advertising dollar investment 
pay off. While my interpretation 
could be mistaken, that is our 
overriding consideration, which 
comes ahead of all else, including 
the nature of circulation. Paid cir- 
|culation is only one clue to the 
| steady and continuing readership 
|interest conditioned by what Roy 
Eastman calls editorial virility. 

ERWIN H. KLaus, 

Northrup, King & Co., Berke- 

ley, Cal. 

The ad referred to was published 
by Broadcasting-Telecasting, not 
by the Audit Bureau of Circula- 
tions. 


» 

To the Editor: “... the man who 
pays his money intends to read 
the periodical,” states an associate 
media director of JWT in a testi- 
monial ad (AA, Jan. 21, Page 70). 

This theory has been propounded 
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by agencies for years, even though, one’s-toes. And because a script;even prophetic nature of their | Who's Cold?—Not Admen 
it is a fallacy. The man who pays | must run the gauntlet of these men | story, they say: 


his money intends to read—what? | whose main interest is SALES, not | yourself 
The editorial content? Or does he} QUALITY; because changes are|ducements to office workers in 
pay to read the ads? On the other | often insisted upon that add up to steel are being made by muscle 
hand, the housewife who picks up| artistic dilution or downright eva- | 'men with cigars and sawed-off 
and reads a free shopping paper, | sion; because of all these factors, | | shotguns.” 
knowing it contains little or no| Rod Serling, tv’s most successful 


news, does so for one reason only: | writer, said recently that “eooper-| much “old hat.” 


to shop the ads. | ativeness” 


The “let’s-ignore-them-maybe- 
they-will-go-away” attitude of 


department stores are getting fine 
results from free local shoppers; 
they have long found out that paid | 


circulation is far from being the Hitching Cigars to Unsavory 

Characters Called ‘Old Hat’ 

To the Editor: We refer to the 
Kil “Office Unionization Is 
Advertising Manager, The | Newest Target” (AA, Jan. 21), so 
| well written by Robert Newcomb 
and Marg Sammons. President, Cigar 
the up-to-date, yea,| America, New York. 


only measurement of reader inter- 
est and reader responsiveness. 
FreD BROWER, 


Johnson County Shopper, Mis- 
sion, Kan. 
. 


. 7 
Writer Picks Some Bones 


was essential for suc- 
cess in the medium. 


article, 


“Don’t delude | 
into thinking 


This association of ci- 
gars with unsavory people is very 
It goes along 
with “oh you kid.” 

Something like 15,000,000 men 
But I don’t have to remind Mr.| smoked 6,250,000,000_ ci 
many advertising agencies toward|O’Meara that there are too many|1956. Men like George Burns, 
publications with controlled circu-| people between the tv writer and| Winston Churchil , 
lation, particularly local shopping | the produced drama. When Mr. 
papers, is depriving national ad-|O’Meara is tired of “just looking” | and hundreds o' 
vertisers of powerful media. Nu-| and wants to get away from it all, 
merous nationwide food chains and | he writes novels. 

GERALD WALKER, 
Coronet, New York. 


Mitch Miller, Da; 


men in their 
cigars. Just a 


equally prominent 
own circles enjo) 
quick glance at American living 
habits will reveal that cigars are 
° ° }a symbol of gracious living—en- 
tirely fashionable 
It seems to me 
and Sammons could have dram- 
atized their point without resort- 
ing to an outworn platitude. 
EuGENE L. RAYMOND, 


that Newcomb 


To the Fditor: After the demise 


in-| of Crowell- Collier, the words of 


the Immortal Bard, “Sweet are 
the uses of adversity,” take on 
added significance. 

Most of the sales forces of Com- 
panion and Collier’s have relo- 
cated with better jobs than they 
had. I might add that it was the 
fastest transaction that has been 
known. 

This was made possible by the 


,| complete cooperation of every per- 
Hammarskjold 


son in the business. Office space, 
secretarial help, phone _ service, 
and even money was offered. 

I would never have known, 
without this harrowing experi- 
ence, just how great the people 
in the advertising field are. 

To all those I know of that 
offered assistance—THANKS! To 
the many that boosted my 
stock without my knowledge— 
THANKS! 

To those in our business that 
have never needed help, let me 
say that you are associated with 


| the most human, charitable, con- 
| siderate, and most wonderful 
group of people in the world. I 
am proud and happy to be a 
member of this Fraternity! 
Pau. H. GILLERLAIN, 
Look, Chicago. 


How About It? 

To the Editor: How about ending 
the Winston slogan controversy? 
It’s becoming a pain in the “as”! 

ALLEN GLASSER, 

Modern Windows, New York. 


WwORS 


GREATER CLEVELAND'S 


NUMBER I STATION 
SRS “Radio-Active’ MBS 


with The Creative Man 


To the Editor: The Creative | 
Man’s Corner is one of the most | 
valuable departments in ADVERTIS- 
inc Ace. However, I fear The 
Creative Man threw a couple of) 
curves in his Jan. 14 article. 

I do not know whether the so- 
phisticated or worldly-wise drink- 
er (not mundane, please; that 
means worldly in a non-spiritual 
sense; secular) would necessarily 
snub Ballantine’s; he may prefer 
its flavor. Neither is a preference 
for Ballantine’s necessarily un-| 
critical, especially if preference is | 
to be based on age. Most scotches 
today, including Haig & Haig’ 
Pinch, do not specify age. 

Actually, an adman—even the | 
writer of the copy in question— | 
may sincerely prefer Ballantine’s; | 
it still is primarily a matter of 
taste and de gustibus, etc. 

Incidentally, why is the famous 
Haig & Haig bottle referred to as 
“the so-called ‘pinch’ bottle’? | 
Things have descriptive names | 
and the Haig & Haig bottle is en- 
titled to be known as a pinch| 
bottle, without quotes or qualifi-| 
cations, because it is a pinch bot- | 
tle. 

Also, what is meant by the | 
phrase in the article: “the twi- | 
light world of advertising?” That 
the whole world of advertising is | 
a twilight world? Or that a certain | 
section of the world of advertising | 
is a twilight world? If the latter is 
meant, the comma after adver-| 
tising should be omitted. 

As a free-lance copywriter and | 
the author of “The Long Playing | 
Record Guide” (Dell—448 pages— 
150,000 copies), I look for clarity 
in materia] written about adver-. 
tisements as well as in the adver- 
tisements themselves. | 

WARREN De Morte, j 
New York. | 
. e - 
Books Don’t Sell Soap, 
Writer Reminds O'Meara 

To the Editor: In “Just Looking” | 
(Dec. 17), the usually perceptive | 
Walter O’Meara says that tv writ-| 

ers, not the agencies or the net- 
works, are what’s wrong with tv 
drama. 

He tries to buttress this by say-| 
ing that “every other variety of | 
scrivener”—novelist, playwright, | 
etc.—is held accountable for the | 
quality of the writing product, not | 
the publisher or producer. Why, he 
wonders, shouldn’t tv writers bear 
the critical brunt directly? 

A good question. But there’s a 
good reason why things are differ- | 
ent in “every other” writing field: 
no books are published to one 
soap flakes; no plays are produced | 
to move automobiles. In “every | 
other” field, the written work is 
an end in itself. In tv, it is a means | 
to an end and, as such, trails be-| 
hind it a line of carefully calculat- 
ing (should we say timid?) men 
who don’t-want-to-ste p-on-any- 


| 
| 
| 


= 


They do things BIG in “America’s 27th Metropolitan Market”, served by 


WTAR-TV, Norfolk, Virginia. 


In Newport News (see map) was built U.S.S. “FORRESTAL”, giant 
Aircraft Carrier. Her flight deck would hold The “Queen Mary” and The 
“Queen Elizabeth’ simultaneously! Her engines turn up an estimated 
Cy 200,000 H.P. and her basso-profundo whistle can be heard for 20 miles! 


NORTH\CAROLINA ‘s 


(Based on Measured Contour Map by Jansky & Bailey) 


5 of Virginia’s Busiest Cities are 
within WTAR-TV's Grade-A Signal. 


BUT THAT IS JUST A WHISPER compared with 
the “Voice” of WTAR-TV. This, the established 
VHF Station for five bustling cities, operates with 
maximum power and tower on far-reaching Channel 3. 


POWERFUL, DOMINANT WTAR-TV IS 
THE ONLY STATION YOU NEED TO 
REACH POPULOUS TIDEWATER VIRGINIA. 


TAR=TW 


CHANNEL 3, NORFOLK, VIRGINIA 
Business Office and Studio — 720 Boush Street, Norfolk, Va. 
Telephone: Madison 5-6711 
REPRESENTATIVE: Edward Petry & Company, Inc. 
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Advertising Pages and Linage in Farm Publications 


January Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- Commercial Dis- 
play Excluding play Excluding } play Excluding 
Poultry, Classified Poultry, Classified Poultry, Classified 
Total Adv. Total Adv, and Livestock, Total Ady Total Adv. and Livestock, Total Adv Total Adv and Livestock, 
7— in Pages—. ——in Lines—, in Lines c—in Pages——. —— in Lines——, in Lines —in Pages——. ——in Lines——, in Lines 
Jan Jan. dan. dan, dan. Jan. dan. Jan. dan. Jan. Jan. Jan. Jan. Jan. Jan. dan. dan. Jan. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Poultry Tribune: Pennsylvania Farmer 68.5 77.3 52,629 59,404 47,486 55,003 
Farm Magazines Central Edition 46.0 386 19,731 16,567 13,456 10,252 | Prairie Farmer: 
Capper's Farmer ...... 48.7 56.2 20,899 24,118 19,446 22,610 #Eastern Edition ... 51.4 48.7 22,039 20,894 14,824 12,868 Illinois Edition ... 71.5 81.6 52,094 59,409 42,984 50,040 
Farm Journal: #Pacific Edition ... 49.6 49.2 21,293 21,125 14,031 13,339 indiana Edition ... 67.5 77.2 49,182 56,225 40,072 48,856 
#Central .......... 64.5 87.5 27,655 37,536 25,090 35,052 Southeast Edition . 51.4 46.5 22,064 19,958 14,573 12,652 Average 2 Editions .. 69.6 79.4 50,638 57,817 41,528 49,448 
#Eastern ..... 0.6. 65.0 87.5 27,870 37,536 25,305 35,052 Southwest Edition 481 —— 20,623 13,948 Rural New-Yorker ..... 29.2 35.8 22,898 28,094 20,002 24,325 
Southern ......... 57.3 84.5 24,583 36,251 22,018 33,767 Average 5 Editions .. 49.3 45.7 21,150 19,636 14,166 12,278 | Wallaces’ Farmer ..... 77.3 82.3 60,620 64,549 50,053 52,673 
Western ......... 63.1 88.7 27,016 38,039 24,551 35,555 | Southern Livestock Journal 80.7 79.3 33,877 33,320 6,120 3,057 | Western Farm Life .... 215 27.1 16,861 21,244 12,666 18,108 
Average 4 Editions .. 624 87.0 26,781 37,341 24,241 ’ #Southern Planter .... 24.6 35.5 17,240 24,851 16,372 23,916 §Colorado Edition ... 30.2 70.8 23,675 55,529 13,763 24,242 
Farm & Ranch—Southern Agriculturist : Tennessee Farmer & Wisconsin Agriculturist 
Southeastern Edition §=319 2.0 13,670 12,426 11,076 10,56) |  Womemater ........ 123 16.7 9,594 13,062 8,356 12,385 | & Farmer ........ 49.1 60.9 38,484 48,707 36,512 45,469 
ee ee Oe Oe er teens | Lee, Wee ........ 87.6 77.5 37,586 33,243 20,286 17,256 | otal Group ....... S56 10182 63064? TTB 820673 6ATATO 
a — + 33. . , ' ’ I, Western Dairy inn : 4 a7 4 oy 4 ve Ry §Colorado edition carried all linage in Western Farm Life, as well, or a total of 
Progr : Western Fruit Grower . , ’ , . i isi 
#Carclina-Va. Edition 65.8 62.5 44,782 42,539 42,026 39,578 | Wastern Livestock Journal: 40,536 lines of advertising in January 1957. 3Not included in totals, 
Ga. -Ala. -Fia. Edition 64.3 63.8 43,723 42,403 40,546 40,447 Mts & Plains Edition 70.9 80.3 30,401 33,721 6,958 7,107 Bi-Weeklies 
#Ky.-Tenn.-W.Va Edition 57.5 58.7 39,143 39,940 36,687 37,406 Pacific Slope Edition 171.9 162.6 73,742 69,762 15,005 13,986 
seillen-La Art Edition o as sane zoe = arn Wyoming Stockman-Farmer 35.8 33.0 27,090 24,920 22,387 19,652 a Paraar-Rendhaen 62.3 70.4 47,151 53,231 45,653 51,734 
ttTexas ition .... \ ‘ ’ , F SS sees see alifornia Farmer: 
Average 5 Editions. 60.8 60.0 41,263 40,801 38,363 37,502 | ,, Total Group oy sid a oe oe sevose | Northern Edition .. 35.2 S12 26,606 38,734 24,763 36,586 
Successful Farming .... 54.1 616 24,362 27,724 23,208 26,464 dtliet jad in totale. January 5 Your see auary #Southern Edition .. 23.0 @7 24.986 37,883 25,391 35,496 
re pa 2 B40 364 142, 116,530 131,643 a Average 2 Editions .. 34.1 5 . 144 5 ’ 
get tnoteoes in totals. y =i: oasis Dairymen’s League News 148 17.7 10,787 12,918 10,039 12,140 
= 
Figures in Thousands Total Group ....... Tila i386 83,718 104,253 W769 99,915 
Dente: Farm Linage Trend git om... 
Agricultural Leaders’ Digest 11.6 116 4,974 4,980 4,974 4,980 
American Fruit Grower 269 31.6 11,640 13,663 11,384 13,428 ny ig WAGRENS Weeklies 
tAmerican Poultry Journal: lowa Farm Bureau 
H#Eastern Edition ... 38.0 44.7 16,319 19,170 10,953 12,423 = Spokesman ......... 53.3 52.6 54,110 53,020 47,820 47,116 
Midwest Edition .. 38.3 40.0 16,412 17,154 11,281 12,182 4AN| 127 tWeekly Star Farmer: 
#Pacific Edition .... 35.8 37.2 15,355 15,976 11,041 11,212 ue #Kansas Edition ... 12.1 12.4 29,841 30,577 14,785 18,539 
Southeastern Edition 371 445 15,921 19,106 11,145 13,013 RR Missouri Edition _. 12.9 12.9 31,857 31,741 16,483 19,792 
Southwestern Edition 35.2 —— 15,082 11,107 JAN, gotta An Esition ; 3 116 27.913 38.687 ae 4 
Average 5 Editions, 4 verage ditions .. ‘ x ' ‘ ‘ . 
1957; 4 Editions 1956 36.9 41.6 15,818 17,852 11,105 12,208 | peg » | tWestern Livestock Reporter 16.1 148 18,018 16,597 9,086 2,212 
American Vegetable Grower 22.4 25.2 9,661 10,874 9,562 fe hes — BI-WEEKLIES CANADIAN Total Group ....... Bis 757 Wio% 99.946 72156 8153 
Arkansas Farmer ...... 116 208 8,791 15,753 7,865 15, 1987 1957 Five | “57: four 1 "56. ‘det incleded | q 
Better Farming Methods 225 288 9,649 12362 9,220 12,362 | |aAMfes: |  flsanfea] sani262 |] a ee en eee 
Breeder-Stockman ..... 73.9 68.0 31,024 28,560 1,302 1,890 Dailies 
Breeder's Gazette ..... 12.1 19.6 5,434 8,836 4,197 6,501 1956 1956 1956 . 
Broiler Growing ...... 39.1 36.5 16,786 15,659 11,915 12,416 won in TEP Chicago Daily Drovers 
California Citrograph .. 24.6 25.1 16,534 16,884 16,254 16,632 cr 2 are 38.7 42.0 82,258 89,370 52,608 51,235 
California Farm Bureau Kansas City Daily Drovers 
Monthly ..........+ 1140s 7.9 «8,645 Ss «6,013 — «8,267 saa » Monthly F . : va 4 fesescee: 346 31.8 73,605 67,617 46,902 39,542 
The Cattleman ........ 107.9 119.0 45,311 49,987 15,225 19,3 ews r on ‘arm Sec ions m. 
Coastal Cattieman ..... 17.8 28.7 7,470 12,070 3,157 2,583 pape ‘ Y Stockman .......... 43.0 45.5 91,460 96,846 62,989 56,197 
C : Iowa Farm & Home Register 11.4 118 11,612 12,042 11,042 11,194 St. Louis Dail 
‘ooperative Digest .... 48 35 2,016 1,470 2,016 1,470 . Louis Daily 
Rural Gravure ........ 5.1 7.3 5,057 7,346 5,057 7,346 Livestock Report 28.7 34.4 61,084 73,188 44,953 55,292 
Electricity on the Farm 94 67 3378 2512 3,378 2,512 Total Group ....... . oe Be Me Te let i keene : , ’ ’ , : 
Farm Management ..... 14.7 182 6,295 7,810 6,295 7,810 | {Larger page size (1,020 lines) in January 1956. Quarterlies 
F armer-Stockman: 
, §Farm Quarterly 
Oklahoma Edition . 345 36.7 14,785 15,761 11,910 13,265 ° 
Stems Edition. 326 348 13981 14912 11106 12426 | S@mi-Monthlies $Published in March, June, September and December. 
Average 2 Editions .. 33.5 35.8 14,383 15,337 11,508 12,345 | American Agriculturist. 27.9 34.3 20,374 25,012 17,936 22,268 
Florida Cattleman ..... 699 78.7 29,360 33,053 12,579 16,867 —— } aan & Farmer 2 Pay a a po yam Canadian 
Florida Grower & Rancher 58.8 62.6 19,102 27,230 17,546 27,230 akota Farmer ...... t ‘ ; Y 
Georgia Farmer ...... 17.5 29.2 13,257 22,111 11,643 21,264 | The Farmer .......... 69.7 74.4 54,679 58,367 48,502 49,561 pede ey a Agriculteurs = os —_ - — a 
Kentucky Farmer ...... 17.7 23.2 13,850 18,210 12,096 17,101 Hearg's Ceyane as su.0 2.508 57.136 u.i2 5.508 aa . ’ : ’ 5 
Michigan Farm News .. 16 12 3,604 2,745 3,374 2,645 nd armer's Gui . . . . . 
Mississippi Farmer .... 82 172 6168 13,053 5,934 12,498 | Kansas Farmer ....... 0 36.8 19,789 27,959 17,822 25,041 | | = ay | Star cous ass on 88.0 67,524 87,998 44,923 59,095 
Missouri Farmer ...... 83 123 5,726 8,495 5,004 7,753 | Michigan Farmer ..... 42.0 52.0 32,619 39,587 27,517 34,795 — — Canad os 488 aaa cae tates “Oe 
National 4-H News .... 128 15.1 5,390 6,345 5,390 6,345 | Missouri Ruralist . 308 389 23,392 29,532 20,339 25,975 wan ~_ Dr. >? of an tae aan ae 
National Livestock Producer 15.3 15.7 11,109 11,484 10,295 10,985 Montana Farmer-Stockman 36.2 42.0 27,377 31,766 19,320 24,076 Westera P > 34.2 311 36.637 33.234 21.643 19.856 
Nation's Agriculture .. 8.7 6.5 3,893 2,930 3,893 2,930 | Nebraska Farmer ...... 61.0 71.6 46,151 54,150 39,086 44,401 roducer ..... a SS Oe ae O85 , 
New Jersey Farm & Garden 47.4 43.6 21,355 19,626 16,318 15,455 | New England Homestead 24.4 39.1 17,090 26,374 12,139 20,765 Total Group ....... 286.2 289.3 262,397 265,057 161,860 191,641 
Ohio Farm Bureau News 10.2 8.0 4,595 3,580 4,375 3,130 Ohio Farmer ......... 47.2 59.6 36,231 45,908 29,745 39,585 tFive issues in January 1957; four issues in January 1956. 
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TRUE men make the BIG 


buying decisions 


While the little woman tries on yachting caps the TRUE man 
is signing the check for that cabin cruiser he’s had in mind. 


Never overlook the buying power of the men who read 


TRUE (now 2,500,000 of 
men? Then TRUE goes to the top 


of your list. 


em 


..-and still growing). Selling to 
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Urban Stores, Says 
‘Chain Store Age’ 


New York, Feb. 12—Downtown 
shopping districts in cities across 
the country are making a come- 
back in their roles as dominant re- 
tailing centers, says the February 
issue of Chain Store Age. 

In a report titled “Main Street— 
Bulwark of Retailing,” the chain 
store trade publication analyzes 
the retailing problems of 35 central 
business districts in 23 cities and 


evaluates the counter-measures 
used. 
Modernization and easing of 


shopping difficulties turned the 
tide in most cases, the report says. 
Modernized stores, better parking 
| conditions, better transit and better 
ltraffic conditions were the most 
effective solutions. 

Private surveys by chambers of 
commerce and other merchant 
groups have definitely established 
that shoppers have a firm (if 
dormant) habit that will draw 
them back downtown if only the 
habit is awakened, the report says. 


® Once the needed improvements 
in a downtown shopping area are 
made, the report emphasizes, it is 
|vitally important that advertising 
and promotion be used to inform 
|the shoppers that shopping down- 
|town is much easier now. 


notes, but there has been enough 
experience developed—experience 
that has been successfully applied 
elsewhere—to halt and reverse the 
downward trend in downtown 
sales. 

To illustrate that downward 
trend, Chain Store Age quotes 
U. S. Bureau of Census figures 
showing that, while national retail 
sales increased 32% ($130 billion 
to $170 billion) from 1948 to 1954, 
downtown store sales in that peri- 
od increased only 1.4%. . 


National Canned Salmon Week 
Promotion Set in August 


National Canned Salmon Week, 
the big national promotion for the 
salmon industry, normally held 
during Lent, has been scheduled 
this year for the last week in 
August, when the first of the new 
pack begins to reach the market. 
The promotion is handled by the 
Assn. of Pacific Fisheries Inc., 
Seattle. L. A. Petersen, sales man- 
ager of New England Fish Co., has 
been named to head the program. 

Promotion will be handled by 
Pacific News & Feature Service 
and Pacific Kitchen, both of Se- 
attle. 


Olympic Plans Ad Drive 
Magazines and business papers 
will be used to spearhead the 
spring advertising campaign of 
Olympic Radio & Television, Long 
Island City, N. Y. The magazine 


There are no cure-all solutions | list includes Ebony, Esquire, House 


for all central retailing district 


| Beautiful, Life and The New York- 


York Times Magazine. This will 
be supplemented by a heavy 
schedule in business papers. Du- 
Fine & Co. handles this account. 


Ad Fried Moves Office 

Ad Fried & Associates, Oak- 
land, Cal., has moved to its own 
building at 160 Santa Clara Ave. 


—. ‘Signs and Belts 
_ and Traffic Lights . . . 


Bandages and things!” 


Amazing, the thousands of articles 
bought for American communities by 


5600 1.01 


POLICEMEN 
and EMPLOYEES 


Weapons, radio systems, safety devices, 
clothing, vehicles, parking meters, finger- 
print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 
of this — specialized magazine. 
CALL THE POLICE for sales-expansion ! 


wm.C. COP Pg associates 


1475. Broadway, New York 36,.N. Y. 
BRyant 9.7550 
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ant here's how REGINA beautifies them 


EASY—Regina Corp. will run this 

two-color page in 15 magazines to 

promote its twin-brush polisher 

and scrubber. Lewin, Williams & 
Saylor is the agency. 


Regina’s Magazine 
Push Stresses Floor 
Polisher’s Versatility 


Rauway, N.J., Feb. 12—Regina 
Corp. will use large-space adver- 
tising in 21 magazines this spring 
to promote the Regina Twin- 
Brush polisher and scrubber and 
the Regina Electrikbroom. 

Ads for the Electrikbroom pic- 
ture the product in use in four 
types of homes—ranch house, 
split-level, two-story Colonial and 
apartment—to prove the copy 
point that Regina “makes clean- 
ing so easy in every’ kind 
of home.” 

For the polisher and scrubber, 
ads show “four beautiful floors 

. and how Regina beautifies 
them without frequent waxing, 
without hard work.” The machine 
is shown in use on floors in an 
entrance hall, living room, kitchen 
and playroom. 

Both ads feature coupons for 
“free informative booklets.” 


s Starting with page units in the 
March 5 Look and the March is- 
sues of American Home, Better 
Homes & Gardens and Living for 
Young Homemakers, the cam- 
paigns will continue until June in 
Bride’s Magazine, Family Circle, 
Good Housekeeping, Home Mod- 
ernizing, House Beautiful, House 
Beautiful’s Guide for the Bride, 
House Beautiful’s Building Man- 
ual, House & Garden, House & 
Garden’s Book of Building, Im- 
provement Era, Ladies’ Home 
Journal, McCall’s, Modern Bride, 
Parents’ Magazine, Redbook and 
Sunset Magazine. 

Both products will be advertised 
to home economics teachers in 
Forecast for Home Economists and 
What’s New in Home Economics. 
In addition, the Electrikbroom will 
be promoted in American Motel 
Magazine, Better Maintenance, 
Hotel Bulletin, Hotel Manage- 
ment, Institutions, Room Service, 
Tourist Court Journal and World- 
Review of Hotels & Travel. 

The Regina Model A Twin- 
Brush floor machine will be ad- 
vertised in Better Maintenance, 
Catholic Building & Maintenance, 
Institutional Feeding & Housing, 
Institutions and Modern Sanita- 
tion. 

Lewin, Williams & Saylor, New 
York, is the agency. . 


Dean Affiliates with Swift 

Phil Dean Associates, public re- 
lations, has expanded through an 
affiliation with a new company, 
Thomas P. Swift Associates. The 
combined operation, which will 
cover everything from tv to in- 
dustrial public relations, will be 
headquartered at 6 E. 39th St., 
New York. Mr. Swift formerly 
was with Bozell & Jacobs and the 
New York Times. 


Deason Succeeds Betts 


Willard Deason, president and | 
without frequent waxing. without hard work | general manager of KVET, Austin, 


Tex., has been elected chairman of 
|the Mutual Affiliates Advisory 
| Committee, succeeding J. W. Betts, 
| general manager of WFTM, Mays- 

ville, Ky. Others elected include 

Ralph McElroy, president and gen- 

eral manager of KWWL, Waterloo, 


Ia., vice-chairman, and Donald J.) 


Horton, president of WVLK, Lex- 


= | ington, Ky., secretary. 


Meehan Named Research Head 

William Meehan, formerly with 
Alfred Politz Research, has been 
named research director of Par- 


Haber has left Parents’ to join 
Look’s research staff. 


‘Together’ Names Fisher 


John H. Fisher, formerly adver- 
tising manager of American Busi- 
ness, has been appointed advertis- 
ing manager of Together, Chicago 
monthly magazine for Methodist 
families. 


—-— 2 


One Contr cy eliver 


ents’ Magazine, New York. Larry 


_ 
FIRST IN TOTAL 


a 


| Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + 


erald-Traveler 


1D ADVERTISING FOR 30 CONSECUTIVE YEARS 


Detroit + Pittsburgh 


Juice + Fels Soap + Fox 


FOR THE RECORD: Anacin - 
Arid « Bayer’s Aspirin + Beechnut Gum + 
B. C. Headache Powders + Ben Bay, 
Pacquin Hand Cream « Birds Eye Fish + 
Biue Bonnet Margarine + Coca Cola» Coco 
Wheats « Coigate’s Vel, Chapstick, Chap- 
ans + Del Monte Pineapple-Grapefruit 


Franco-American Spaghetti + Frigidmeats 


Yow’re in Good Company 
ON WGN-RADIO, CHICAGO 


From “A” for Anacin to 
“WW” for Winston.... 


Products + General Foods Instant Postum 
+ Golden Mix Pancake Mix « Heinz Camp- 
side Beans + Herbox Bouillion Cubes - 
Westchester Chickens Herschel California 
Fruit Products + Hills Brothers Coffee - 
Hit Parade Cigarettes + Joan of Arc Pork 
and Beans + Kent Cigarettes + LaFrance 
Biueing + Listerine Antiseptic + Lite Soap 
+ Marlboro Cigarettes + Milk Foundation, 


Deluxe Foods + 


Join the nation’s smartest time 
buyers who confidently select 
WGN-Radio to sell millions of 
dollars worth of goods for top- 
drawer clients. 


Midwest Office 
441 N. Michigan Ave. 
Chicago 


Eastern Advertising Office 
220 E. 42nd Street 
New York 17 


TOP-DRAWER Grocery Store Product 
advertisers are buying WGN-Radio! 


Inc. + Old Manse Syrup+ Oregon Washing- 
ton Pears + Pall Mali Cigarettes + Pepsi 
Cola + Pepsodent « Quick Home Perma- 
nent + Ralston Wheat Chex, Rice Chex « 
Salerno-Megowen Biscuits « Sleep Eze « 
Smith Bros. Cough Dropss Spry: Stewart's 
Private Biend Coffee+ Winston Cigarettes 
«and many more! 


Yes, Top-Drawer Advertisers are buying WGN-Radio 
1957 promises exciting new pro- 
gramming to make WGN-Radio’s : 


policy of high quality at low cost 
even more attractive to you. 


WGN-RADIO 2720 on tHe vias 


The Chicago Tribune Station, Owned and Operated by WGN, Inc. 


Also represented by 
Edward Petry 
& Company, Inc. 
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THE 


LANDING 


STR\ 


as seen by 
JOHN BURGOYNE 


We were reading the other day | 


about how there are 400 million | 


colds a year in this country. Nobody 
seems to be able to do too much 
about them. So we asked a doctor 
friend of ours how to treat a cold. 


“Well,” he said, blowing his nose, 
“if you take my advice, stay in bed 
and take your medicine, you can 
cure the cold in two weeks. But if 
you just forget about it and go to 
work, it'll go away by itself in 14 
days.” So, next time we get a cold 
we'll be sure to take his advice. 


xk 


As a result of a bad cold, a cough 
drop manufacturer decided to put 
some new flavors in his cough drops. 
He had the tasters in and put several 
new varieties on the market. Work- 
ing with Burgoyne in Indianapolis, 
Cedar Rapids and Toledo he was 
able to chart his sales figures quickly 
and easily and results led him to 
continue distribution on a larger 
scale. Now people have stopped 
coughing all over the country in six 
different flavors. 


x ke 


And then there was a turtle soup 
manufacturer who was _ sitting 
around thinking one day and got 
to wondering about how his product 
was doing compared to the competi- 
tion. He decided to do a survey and 
called Burgoyne, who is known for 
that sort of thing. Burgoyne’s boys 
ranged over Cincinnati, Harrisburg 
and Springfield, where there are 
heavy concentrations of turtle soup 
eaters. They reported that the turtle 
was proceeding at a faster pace than 
his competitors in all three cities. 
That gave the client the dope he 
wanted, and away he went. 


x * * 


if you have a research problem 
why don’t you scream for Burgoyne? 
He’s Johnny on the Spot with the 


answers. 


gest a anee hott 12 
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Nielsen Network TV Ratings 


| 
Two Weeks Ending Jan. 12, 1957 | 
Copyright by A. C. Nielsen Co. | 
Nielsen Total Audience* 
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Videodex Network TV -Ratings* 


Jan. 2-8, 1957 
Copyright by Videodex Inc. 


cOOnN OWA OH ~— 


five minutes. 

** Homes reached during average minute of the program. 
Tt Percented ratings are based on tv homes within reach of station facilities and by 
each program. | 


- 
Dragnet (Chesterfield, Schick, NBC) a! 35.2 | 
* Homes reached by all or any part of program, except for homes viewing only one to | 


=f | 


Pulse Network TV 
Dec. 1-7, 1956 


TOP TWENTY SHOWS, ONCE-A-WEEK 
Program 
eee Cr, CD cniencenceecctnettcensctssntsntlit rev cecccccccrevenrscere 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
Groucho Marx (Toni, DeSoto, NBC) . daasslenistainincibiaials 
ene ES RE ear er 
Perry Como (Several sponsors, NBC) 
GE Theater (General Electric, CBS) . eee 
What's My Line (Helene Curtis, Remington Rand, CBS) . 


Playhouse 90 (Ronson, Bristol-Myers, Singer, CBS) ............000+0s0ssseeseneenes 29.0 
Alfred Hitchcock Presents es SEEM SE nceshseeseintaittlns<cesocsecsnengenssine 28.8 
Climax (Chrysler, CBS) . meee RES 8 Re ae 28.6 
Jackie Gleason (Bulova, Old ‘Gold, “CBS) . aed oe Sas ccecccchabdicsiocesnt 28.2 
$64,000 Challenge (Revlon, Kent, CBS) .........c.c.c.cecccesssesseerseesesvensnenennnnencenes 27.8 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 27.7 
EE ESSE ae ee ae. > ee 27.3 
Damien my Gs Tay Cherished asdf cn nc csesnctinectorses 26.5 
Jane Wyman (Procter & Gamble, CBS) ...........ccccsssscssesesneentsesssenenesenesnrensenes 26.1 
Burns & Allen (Carnation, Goodrich, CBS) .....ccccccscsesscesesseseereoneeeeenesesnnnneneees 25.3 
December Bride (General Foods, CBS) ............cccccesesesseseesenenenerseesesesessssenneeneees 24.8 , 
en = aE > Sa 24.8 (ht “00d MWEC it liiiid 
oe OE ers) . 24.8 
MULTI-WEEKLY, TOP TEN 
Mickey Mouse Club (Several sponsors, ABC) ....ccccccccccsssesseseeeeseseeeenesrseenenennee 19.0 
Queen for a Day (Several sponsors, NBC) 10.9 rc bg 
le I. EF > 10.8 
Arthur Godfrey (Several sponsors, CBS) oo........ccccccccessessseeseseneeseneeseceseseeeenees 9.7 
Art Linkletter’s House Party (Several sponsors, CBS)... 9.3 50,000 WATTS = BOSTON 
Love of Life (American Home Products, CBS) ...............:.:s:s:sesesesesresesesneneneenes 8.9 
CBS News (American Home Products, CBS) ..........cccvvvvvssersee-seeesnsesessnnunnnnees 8.8 delivers buyers 
Search for Tomorrow (Procter & Gomble, CBS) 8.8 
Guiding Light a E.R eye. ee ‘ 8.7) REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
Captain Kangaroo (Several sponsors, CBS) 86 
oR Re >. NNEC 8.6 


Program 
TOTAL HOMES REACHED 1 Ed Sullivan Show (Lincoln-Mercury Dealers, 153 Cities, CBS) .........cccccccccsses 
2 | Love Lucy (Procter & Gamble, General Foods, 129 Cities, CBS) ... 
Rank Program 3 Wednesday Night Fights (Pabst, Mennen, 101 Cities, ABC) ............ 
1 Rese Bowl Football Game (Gillette, NBC) ....ccccccccce-... 4 Dragnet (Liggett & Myers, Schick, 159 Cities, NBC) .......cccccccccccccseecceeseeseeee 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) o..cccccccccccccccccccocsocececeseee 5 $64,000 Question (Revlon, 163 Cities, CBS) 
3 | Love Lucy (General Foods, Procter & Gamble, CBS) 6 Jackie Gleason (Bulova, Old Gold, WG SD atic occtbinssicitncindiinsadl 
4 GE Theater (General Electric, CBS) ....ce-ccsscessesssessucsssesscscsessessssessseserssseesess 7 GE Theater (General Electric, 146 Cities, CBS) ...........0- 
5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 16,545, 8 Perry Como (Several sponsors, 142 Cities, NBC) ........... 
a XS, - _ heca Sne es e-0 Eae 9 — Red Skelton (Pet Milk, Johnson’s Wax, 107 Cities, CBS) 
7 Perry Como Show (Several sp s, NBC) | 10 December Bride (General Foods, 173 Cities, CBS) ........cccccccccccsecsrseseeseeseeees 
8 Alfred Hitchcock Presents (Bristol-Meyers, CBS) .... 
9 Jackie Gleason Show (Bulova, Old Gold, CBS) .... Rant re 
10 $64,000 Question (Revlon, CBS) .......cssssesssssuessnneessssssverennsnnnsessessnsneeeneene 1 __ Ed Sullivan Show (Lincoln-Mercury Dealers, 163 Cities, CBS) 0.0.0.0... 
| 2 | Love Lucy (Procter & Gamble, General Foods, 129 Cities, CBS) 
PROGRAM POPULARITY} i 3 $64,000 Question (Revion, 163 Cities, CBS) 
| 4 Dragnet (Liggett & Myers, Schick, 159 Cities, NBC) .........ccccccccceseesecereeee 
Rank Program 5 Jackie Gleason (Bulova, Old Gold, 164 Cities, CBS) 
1 Rose Bowl Football Game (Gillette, NBC) ..ccccccccssccsscsssssussssssssussseemunesen a -ealhse-ey > seeder pred igge p>: Yang oomeaapaamammmmmamaaaaey 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ... 7 December Bride (General Foods, Libel Cities, SI Seah det eeliireaabiaesiieel 
"v 4 8 Perry Como (Several sponsors, 142 Cities, NBC) 
3 | Love Lucy (General Foods, Procter & Gamble, CBS) 2 . mn 
4 GE Theater (General Electri¢, CBS) 9 I've Got A Secret (Winston cigarets, 176 Cities, REN Gidkideaticcasbschsedveondens 
10 You Bet Your Life (DeSoto-Plymouth, 154 Cities, NBC) ..........ccccccccceeeee 
5 Disneyland (American Motors, American Dairy, ‘Devky Foods, ABC) ........ 44.0\, H leafien te Giieh else aenmmen tb telecnt 
6 Shower of Stars (Chrysler, CBS) . Pane Ne prog _ 
7 Perry Como Show (Several sp s, , NBC) 42.1 
8 Alfred Hitchcock Presents (Bristol-Myers, CBS) . ies cus. 41.8| Inside Advertising Week Set 36th Annual Exhibit 
9  Pro-Football Championship Game (Carter, R. J. Reynolds, DR ctenitianee 41.8 | Is Scheduled for April The 36th annual exhibition of 
10 Jackie Gleason Show (Bulova, Old Gold, CBS) . << ae * The seventh annual Inside Ad-| advertising and editorial art and 
vertising Week, sponsored by the| design, sponsored by the Art Di- 
Nielsen Average Audience** be: Reverie Sten & Wem-| rectors Club of New York, will be 
Homes| en, New York, will be held this| held at the Waldorf-Astoria May 
Rank Program (000) | year from March 31 to April 5. | 25-31. 
1 —_Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .....c.cccco-csscccee-cososesseeom 18,078 | The week is designed to give top- 
2 I Love Lucy (General Foods, Procter & Gamble, CBS) .....ccccscscossnsese 17,842|Tanking advertising students an|"" uae «4 
3 GE Theater (General Electric, CBS) . seutilie 16,427 | inside view of the business. This RED-LETTER pAY— 
4 Rose Bowl Football Game (Gillette, NBC) . 14,738 | year, 60 selected ad students from; 08. son 94 
iversities and colleges in the . with orders 
5 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..............cccccccccccscesesseseeeeee 13,873 | Univ , ges " in one mail fer 4 Junior 
6 $64,000 Question (Revion, CBS) . 13,873 U. S. and foreign countries will spreads; 2 pages with col- 
7 December Bride (General Foods, CBS) 13,480 meet in New York for a round of| op; 2 b.w. pages: 3/% pgs. 
8 Dragnet (Chesterfield, Schick, NBC) 13,480 | tours through agencies, luncheons,| . _All from Top Mirs. - 
9 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 13,362| dinners and talks by top execu-| Why dem’t YOU leek us 
10 Shower of Stars (Chrysler, CBS) ..c.cccovvsvcvssvsvsuss:ssssssessessssenteessseeneneessssee 13,362 | tives in advertising and marketing.| up mow, in SRDS Class 2 - 
Edgar V. Hall, Local Trade-| New, England Equipment 
PROGRAM POPULARITY} |marks Inc., is general chairman —- Needham 92, 
Homes | of Inside Advertising Week. enon 
Rank Program (%) | 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .....0......ccccccceessecescescesssevseneee 47.4 | 
2 | Love Lucy (General Foods, Procter & Gamble, CBS) .0.....0...0.....666660000 46.6 | 
3 EEE SE SS 43.3 
4 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........cccccccccesscscceeseeseeseeseeeees 38.9 
5 Rose Bowl Football Game (Gillette, NBC) ........cccccccccccccccescessccsseeeeesenenrcenenee 38.3 | 
ee RRR ee a ee 36.0 | 
7 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 35.5 | 
8 mmaemer Gets Cemnriy Fee, CH coacesctcsncchccicccsssasenbtitieersesscscecsessonsseceee 35.4 | 
7 Shower of Stars (Chrysler, CBS) .............. 35.4 | 
10 
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Calvert Defies 
Ad Censorship 
by U.S. Tax 


(Continued from Page 1) 
with the campaign anyway. No-| 
body who would comment could be | 
reached at the company, but Ap- | 
VERTISING AGE has learned from | 


previous government clearance, 
and this advertising was quickly 
withdrawn when federal officials 
threatened to withdraw the dis- 
tiller’s operating permit. 

Seagram itself has twice before 
bowed to federal demands for re- 
vision, and ultimately elimination, 
of the “Clear Heads” slogan. 


® The original slogan, “Clear 
Heads Call for Calvert,” was 
changed to “Clear Heads Choose 
Calvert” after federal officials 
warned in 1937 that the public 


other sources that the tax division |™ight be induced to believe that 
has officially notified Calvert that | Calvert can be consumed without 
the use of the slogan does not con- danger of next-day hangovers and 
form to its standards for liquor | headaches. 


advertising. 
Indications today are that the 
company will be called to Wash- 


| Finally the amended slogan was 
|dropped when liquor authorities 
| decided in 1948—in the midst of 


ington for a hearing. If it were to|#" intensive “dry” campaign to 


continue to use the slogan, it could 
be charged with violation of the 
tax unit’s advertising rules. Cal- 
vert would then have to take the 
case in court. 


® As reported a week ago (AA, 


Feb. 11), there is a growing con-| 


viction among some of the young- 
er executives in the liquor indus- 
try that the time is about ripe to 
test the alcohol tax division’s au- 
thority to censor liquor advertis- 
ing. Others in the industry are 
equally convinced that if a serious 
challenge of this authority were 
made by a distiller, the drys would 
bring so much pressure to bear on 
Congress that new legislation 
would be enacted, putting the li- 
quor industry into a tighter strait- 
jacket than it’s in now. 

The new Calvert campaign em- 
phasizes the factor of good stand- 
ards of taste in the buying habits 
of the average American. One ad 
illustrates outstanding examples 
of fine American glassware. 

Headlined, “Nothing finer in 
American taste,” the copy reads: 
“Americans know _ good taste, 
whether it’s in antique glassware, 
silver service, old prints, or whis- 
ky. That is the reason why so 
many clear-headed Americans 
who appreciate the finer things 
in life choose the Calvert taste. 
Next time you entertain, bring out 
Calvert Reserve. There’s nothing 
finer in American taste.’’ Conclud- 
ing the ad is the slogan, “Clear 
heads call for Calvert taste.” 


8 Walter Houghton, Calvert Re- 
serve advertising manager, in a 
release today says: 

“Our campaign, in which we 
featured famous American foods 
exemplifying the highest stand- 
ards of good taste, has evoked 
widespread recognition from con- 
sumers in all walks of life. In our 
new and expanded advertising 
program, we continue to empha- 
size that there is nothing finer in 
American taste than Calvert Re- 
serve and that discerning Ameri- 
cans who recognize good taste in 
all aspects of their life, whether 
in architecture, or in collecting 
fine glass, or in foods, will also 
call for Calvert taste as the finest 
taste in American whiskies.” 

Some of Calvert’s competitors 
are eagerly watching develop- 
ments in the company’s new hassle 
with the alcohol tax people. Some 
even admit that they believe a 
fairly strong legal case could be 
made, based on the copy quoted 
above. 


s Seagram’s decision to resume 
using the “Clear Heads” slogan 
marks the first time that a dis- 
tiller has indicated determination 
to challenge the stringent censor- 
ship which the federal govern- 
ment exercises over alcoholic bev- 
erage advertising. 

For more than 20 years since 
repeal, distillers have dutifully 
submitted campaigns for review 
by federal alcohol tax adminis- 
trators. There is only one known 
instance where a _ controversial 
campaign got under way without 


outlaw liquor advertising—that 
there was still danger the public 
| might be “misled.” 

The basis of the liquor adver- 
_tising censorship system is a pro- 
vision of the federal alcohol tax 


| act which authorizes the alcohol 


| Internal Revenue Service to pre- 
|pare regulations to prevent li- 
'eensed distillers from using mis- 
| leading labels and advertising. 
| While the law does not provide 
|for formal pre-use clearance of 
labels and ads, the system of “vol- 
|untary” clearance was developed 
as a “service” to the industry to 
avoid publication of ads which 
/might lead to imposition of the 
|ultimate penalty—revocation of 
| the distiller’s operating permit. 


# In its original challenge of 
“Clear Heads Call for Calvert” in 
1937, the agency claimed its sur- 
| veys showed that 76% of the in- 
| dividuals it interviewed interpret- 
|ed this as meaning that Calvert 
|could be consumed without fear 
|of hangovers. While the second 
survey in 1948 indicated that only 
33% were “misled” by the modi- 
fied version of the slogan, the 
| agency takes the position that any 
lad which “misleads” more than 
|/10% must be regarded as danger- 
ous. 

While there has been no court 
test of the government’s regula- 
tion of advertising, officials say 
there has been at least one in- 
stance where similar review of 
“misleading” statements on labels 
has been tested in court and up- 
held. + 


Mortimer Stresses 
Ads as Business; 
Accepts ‘PI’ Award 


New York, Feb. 14—Advertising 
is no longer a thing apart, but an 
integral function of business, 
Charles G. Mortimer, president of 
General Foods Corp., emphasized 
last night in accepting the 1956 
Printers’ Ink advertising award. 

Commenting on his career as an 
advertising man, Mr. Mortimer, 
formerly GF’s advertising vp, said 
that “the effective advertising man 
must not only understand and be 
able to use the techniques of mo- 
tivating people; he must aiso have 
a knowledge of, and a wholesome 
respect for, the arithmetic of mak- 
ing profits for the business of 
which he is a part.” 


Golden Named Publisher 
of ‘Chattanooga Times’ 

Ben Hale Golden, assistant pub- 
lisher since 1955, has been named 
publisher of the Chattanooga 
Times and president of the Times 
Printing Co. Mr. Golden succeeds 
Arthur Hays Sulzberger, who now 
becomes board chairman. Mr. Sulz- 
berger is also president and pub- 
lisher of the New York Times. 

Arthur Ochs Sulzberger, son of 
the chairman of the board, has 
been elected to the board of Times 
|Printing Co., replacing Charles 


'Puckette, who died recently. 


and tobacco tax division of the | 


Paul Smith Is Out as Crowell-Collier © 
President After 19 Stormy Months Youll Ine 


(Continued from Page 1) 
posed this move. 


vertisers, he was candidly telling | 
the financial world that the pre-| ¥ 
1953 Crowell-Collier operation was | 


|executive officer of the company. 


® The C-C board of directors) 
called Mr. Smith's departure a 
“resignation” and expressed “re- 
gret” over the move. It added that 
Sumner Blossom, for 25 years edi- 
tor of American before its demise 
last August, has been named a 
director, executive vp and chief 


publishing business.” 


son Ave. He 
Collier, he made it clear, precisely 
because he felt 


According to the board, Crowell-|trip down the drain. 


“the most fouled-up outfit in the | 
| 


® He wasted no words with the | 
sophisticates of Wall St. and Madi- | 
joined Crowell-| 


Crowell-Collier | 
was otherwise fated for a quick | 


ene ee 


Collier will continue to operate 
station KFWB in Los Angeles and 
its record club, as well as its reg- 


His hope for C-C’s financial sal- 
vation, he told everyone who 
would listen, was a radical reor- 


ular book publishing business. 

“All problems related to last De- 
cember’s suspension of Collier’s 
and Woman’s Home Companion 
are being resolved satisfactorily,” 
concluded the board’s announce- 
ment. That was as close as the of- 
ficial statement came to mention- 
ing any internecine warfare about 
severance pay for the former em- 
ployes of those publications. 

For Mr. Smith, his ouster from 
Crowell-Collier was the latest in a 
longer series of setbacks. He came 
to the company as a vp in 1953, 
after a tour as executive editor and 
editor-in-chief of the San Francis- 
co Chronicle—a tour that won him 
the title of “boy wonder” in the 
non-fiction pages of Collier’s. One 
adman, now deceased, introduced 
Mr. Smith at a luncheon as the 
“Charlie Luckman of Crowell- 
Collier.” 


ganization. Skeptics watched, un- 
convinced, while he stemmed the 
flow of red ink with what Smith 
himself called “operation Scotch 
Tape and chewing gum.” Smith’s 
achievements took Crowell-Collier 
from $2,400,000 in the red to $400,- 
000 in the black in one year. 


® But the fight was far from won. 
Smith tried various combinations 
and shakeups. .. even ousting pub- 
lishers of American, Companion 
and Collier’s and substituting him- 
self for all three. He tried divers- 
ification, but his deals gained little 
for Crowell-Collier. The biggest- 
with something like $16,000,000 in- 
volved—called for C-C to take over 
the Consolidated Television & 
Radio Broadcasters’ radio and tv 
stations in the Midwest. But the 
deal fell through. 
| In the windup, Smith closed 
own American with the August, 
1956, issue and simultaneously an- 
nounced a 22% rate increase for 
Collier’s and a 12% boost for Com- 
panion with January, 1957, issues. 
But it was too late. Both Com- 
panion and Colliers’ were fated not 
to live beyond January, 1957. 


® He was tapped as executive ed- 
itor of the Chronicle in 1935. By 
1942 he had impressed the Junior 
Chamber of Commerce to the ex- 
tent that he was named “outstand- 
ing man of the year.” He quit the 
newspaper in December, 1952, re- 
portedly because he didn’t like a_| 
Chronicle management decision to|® The verdict of the industry: 
cut down on the size of the staff.|Crowell-Collier simply paid out 

Thus, if current rumors are cor-| more money than it should in its 
rect, this is the second time Mr.!|lush earning years; it failed to 
Smith has fallen out with his peers | plow back anywhere near enough 
or betters over the lot of working | into promotion and editorial; it 


PrRETTY—Lever Bros., which test- 
marketed its four-color Lux last 
fali (AA, Sept. 17), is now intro- 
ducing it in about half the country, 
including New York and Chicago, 
using newspaper color pages like 
this. J. Walter Thompson Co., New 
York, is the agency. 


and Smith, who could not have 
been unaware of them chose to ig- 
nore them—a course which could 
be described in his own words in 
these same interview about an un- 
related development. The words: 
It was either brave or stupid. 

There was a postscript, one still 
being written. The Securities & Ex- 
change Commission last month 
launched an _ investigation into 
Crowell-Collier’s financial gyra- 
tions. C-C marketed $14,000,000 in 
debentures in the preceding 18 
months—and SEC was anxious to 
discover whether this was indeed a 
“private offering” of the securities 
or a public one. If the latter, the 
offering evaded regulations cover- 
ing the registration of stock. 


= Mr. Smith testified before the 
SEC. His testimony is a matter of 
record. But an off the cuff com- 
ment he made to a colleague one 
afternoon perhaps sums up the 


men on his paper or magazines. 
A compact, tough jooking man of 
less than average height, with an 
engaging grin and a direct way of 
looking at people, Paul Smith 
breezed into New York and 
Crowell-Collier and a vice-presi- 


dency in May, 1953. He took over, | can’t become the largest and rich- 
the presidency in December, 1953.|est publishing house in the coun- 
At the peak of his appeal to ad-| try.” But there were three reasons, 


| 


problems of business executives 
caught in the inexorable squeeze 
exerted by an insufficient supply 
of dollars to pump life into an or- 
ganization. “I’ve exhausted the re- 
sources of earnest money,” said 
Smith that day, “and now I’m 
looking for brave money.” 

It was not forthcoming. Smith 
needed a gusher—he got only a 
gurgle. 


failed to keep pace with light- 
footed competitors (AA, Dec. 17, 
1956). 

It was the failure of a dream. In 
an interview with ADVERTISING AGE 
in January, 1954, Smith declared 
flatly: “There is no reason why we 


BARNES - CROSBY COMPA! 
ary service * PHOTOENGRAVERS - 


226 N. WABASH AVE., CHICAGO, ILL. | 


Quality 
and 
Service 


A. B. RAND ~- PRESIDENT 


ma P je 
FRANKLIN 2-7601 


Expert Craftsmen + Machinery + Know-How 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 


Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


LQ. 106 
That's about what we're looking for in a 
motivation researcher (male or female) 
who would like to join an outstanding re- 
search department, conducting a wide 
variety of consumer research. Prefer per- 
son with a background in the social 
sciences who is highly imaginative and 
has a real flair for writing. Will consider 
beginner. Chicago location. 
Box 9329, ADVERTISING AGE 
200 E. linois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Suite 1302-4 
We need beginner woman writer. (Jour- 
nalism major preferred) At start 50% of 
your time would be writing mostly for 
publications. We are young and steadily 
growing ad agency with many “name 
accounts. New offices + a 
r le know of this advertisement. 
sa 4 9343, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Agency 
RADIO-TV-Salesman 
Experience in servicing and some selling 
of accounts essential 

man and know Radio-TV thoroughly 

Will direct work of TV copywriter and 
work with top notch artist. 

Agency pleasantly situated in upstate New 
York Salary open. Future limited only by 
your ability to service accounts effective- 


ly, prepare and present proposals for new 


and increased business. 
A good chance to go places in a growing 
department of a well-established agency. 
Write fully, enclosing photo if you have 
one. 
Box 9346, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


WANTED—LAYOUT ARTIST 
Leading Dayton, Ohio, studio has oppor- 
tunity for experienced layout man who 
can design and render crisp comps for 
magazine, newspaper and sales literature 
Salary will match ability of right man. 
Studio is well established, has excellent 
staff, offers liberal benefits. Write resume 
and salary expected, samples will be re- 

uested later. 
. Box 9350, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WE NEED... 
3 seasoned men 


for copy, plans, 
ideas on top 
national accounts 


If you’d like to put your talents 
to work for major advertisers 
and value congenial surround- 
ings, skilled associates and a 
great opportunity, three new 
jobs are open in the midwest 
office of a leading 4-A agency. 


1. One man will cash in on his 
solid background of industrial 
copy on metalworking, ma- 
chine tools, electrical or auto- 
motive manufacturing. If he 
adds a flair for consumer 
copy, all the better. 


One man will draw on a ver- 
satile background, preferably 
in an agency, to create top- 
drawer consumer copy for 
nationally famous products 
and services. 


One man will combine plan- 
ning and writing ability, 
using experience gained in 
two years or more of agency 
work on building products or 
related fields. He'll have in- 
creasing opportunities for 
top-level contact and promo- 
tional projects. 


ALL THREE will find their jobs 
challenging, their work reward- 
ing, their futures bright. If you 
qualify, send a résumé, photo 
and samples (returnable). 


Box 459, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


JOB MARKET 


for 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 

MOLENE An 3-4424 
Bankers Bldg. Chicago 3 

“LAYOUT ARTIST” 
with imagination and experience—a Big 
Job for you. We're one of the BIG 4 mail 
order companies, with excellent working 
conditions. New air conditioned building, 
private cafeterias, parking facilities, plus 
excellent employment benefits, paid va- 
cations and holidays, insurance, hospital- 


| ization and job security. Highest salaries | 


| for artists who can rise beyond the con- 
fines of catalog pages and who can make 
|} our merchandise sing and sell. This is 
| your opportunity—write NOW. 
Box 9348, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| New York office of national advertising 
newspaper representative firm has open- 
ing for experienced newspaper advertising 
salesman. Potential of Eastern division 
manager. Salary open. Pension plan, hos- 
pitalization, other benefits. All replies 
confidential. Send resume to: 
Box 9351, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING 
MANAGER 


Trust be good idea | To operate one-man agency as department 
us | 


of food manufacturing concern with na- 
tional distribution. If you have creative 
capacity, ability to work with minimum 
of supervision, and ambition, you will like 
this position. Good salary. Address: 
Box 9349, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CARDBOARD CONSTRUCTION MAN 
Experienced cardboard construction man 
for P-O-P display department. Must be 
able to interpret artists’ 3D layouts into 
practical dummies. Permanent opportuni- 
ty for right man. Send resume to 
Box 9347, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 
Consumer magazine has top opening for 
advertising salesman. Position requires 
| wide background contacting consumer ac- 
counts. Salary open. Pension plan and 
other benefits. All replies confidential. 
Send resume to: 
Box 9352, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


Advertising Age, February 18, 1957 


| BUSINESS OPPORTUNITIES 


PRODUCTION MAN—TYPE DIRECTOR 
Philosophy: Yes, It Can Be Done! 
20 years practical graphic arts production 
experience. With present firm 9 years. 
Control expert on engravings, lithography 
and letterpress. Wants challenging change. 
Box 9155, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ACCOUNT EXECUTIVE 
ADVERTISING MANAGER 
9 years experience advertising, promotion, 
merchandising diversified products. Heavy 
fashion, food, package goods. Age 33, B.S. 
| Prolific idea man, strong planner, copy, 
contact, service. Now employed as A./E. 
a solid agency, or aggressive manufac- 
urer. 
Box 9353, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ACCT. EXEC. OR AD MGR. 
Acct, exec. and creative asst. to Pres. of 
medium size agency offers 8 years experi- 
ence in industrials, farm, graphic arts, 
| intangibles. 31, family man. Adv. deg. 
Northwestern U. Salary-low five figures 
plus potential. 
Box 9354, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
| ADVERTISING EXECUTIVE 
ll years experience in advertising, mar- 
| keting and merchandising consumer pack- 
aged goods. Originated and successfully 
| supervised multi-million dollar campaigns 
for package items in Food Field. Heavy 
experience in writing marketing plans, 
analyzing sales and distribution. Presently 
employed—B.J. degree in Advertising and 
Marketing. 
Box 9355, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CLERGYMAN, 42, with family, seeks re- 
location now in public relations, writing, 
or editorial work. Adaptable. Contact: W. 
M. Hunter, Box 506, Robinson, Ill. 


PUBIC RELATIONS 
Prize-winning editor—writer for top na- 
tional magazines, newspapers—experi- 
enced association public relations, travel 
and export promotion, consumer guidance. 
Wide travel, able speaker, editor PR hand- 

k, president writers’ association, 36. 
Minimum $12,000—in New York or Wash- 
ington. 

Box 9356, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


CREATIVE MAN STYMIED IN JOB 
Nine years exp. in creative adv., art and 
copy. Know production. Past 5 years on 
admin. and management level. Want job 
requiring broad adv. exp. Married, age 32. 
Salary $10,000. Prefer south or southwest. 

Box 9357, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


RESEARCHER 
Would like to serve agency or manufac- 
turer. Wide thorough consumer and in- 
dustrial experience including agency. 
Box 9358, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PRODUCER OF TV FILM COMMERCIALS 
FOR N.Y. ADVERTISING AGENCY 
I have produced over 200 TV film com- 


STAFF ASSISTANT 
To 
ADVERTISING MANAGER 


One of our clients, a Dayton 
manufacturer, has an opening 
for a man between 30 and 40 
with both creative and manage- 
ment abilities. Approximately 5 
years’ experience in industrial 
or agency advertising essential. 
The position has unusual ad- 
vancement opportunities, paying 
up to $9,500 at the present time. 
The company is aggressive and 
|} progressive with 44 million in 
sales, an increase of 2% times 
since 1950. This growth record 
along with a challenging future 
in the advertising department 
will make an investigation worth 
while. Write in confidence to 
Don Kemper Co., 850 S. Patter- 
son Blvd., Dayton, Ohio, Mr. 
Parker, with experience résumé 
and personal data. New York, 
Chicago and Dayton interviews 
will be arranged. 


mercials. Have planned, budgeted, edited, 
and directed commercials for one of the 
top 10 agencies in the country. Am cur- 
rently employed as a producer for one of 
the largest production companies in N.Y. 
Youthful Resume on request 
Box 9360, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


LAYOUT MAN—ART DIRECTOR 
To relocate west or south west. Young, 
energetic, sober, versatile, can follow thru 
final prod. Modern design, professional 
finish, ability to organize and coordinate. 
Strong on printing; graphic arts. 
Box 9359, 'VERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Are You Looking For Me? Adv. mar. 
assist. now with national publication and 
| handling all phases of magazine publish- 
ing (sales, etc.). Desires spot for growth 
potential 7 yrs. experience. Write Joseph 
Knauff, 60-77 68th Road, Brooklyn 27, N.Y 


To The re 50 Agencies 
In NYC, Chi., or L. A. 
My background will be valuable to your 
agency. I have 9 years experience as an 
account executive (with medium size 
agencies) working with mfgrs. and distrs 
doing contact, service, merchandising, 
marketing, radio-tv production, media, 


research. Strong on merchandising and 


service. Strong background in appliances, 
housewares, hardgoods, some foods. 30, 
B.A.,_ marri 


BOX 450 ADVERTISING AGE 


480 Lexington Ave.. New York 17, N. ¥ 


PUBLISHERS 
Small publishers representative firm with 
one of the finest records and reputations 
in the east has decided to expand. We are 
interested in selling advertising and as- 
sisting with all publishing problems. 
Box 9325, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Experienced rep covering Ohio, Detroit, 
Pittsburgh, and Western N.Y. seeks one 
more established publication. 
Box 9248, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLISHERS REP 
Advertising space salesman with excellent 
sales record and vast experience, desires 


to associate with a good publication either | 


as rep or salesman. Have N.Y.C. office 
and wide acquaintance in agencies. 
Box 9361, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PUBLICATIONS WANTED 
Southern representative organization, cov- 
ering Scuth, Hdqts. Atlanta, can now rep- 
resent one or two more top flight publica- 
tions. Write Gilman & Roberts, 4260 
Peachtree Rd., Atlanta 19, Ga. 
PUBLISHERS REP 
Well financed publishers representative, 
established 18 years, located in New York 
City. Now expanding. Interested in rep- 
resenting one more publication of merit 
on a commission basis. 
Box 9362, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 


Largest BPA Circulation Pub. in Pibg., 
Htg., and Air Cond. Field seeks rep. in 
East. Tr d potential. Phone Mu 6- 


7276. NEW YORK 


MARKETING V.P, 
$25,000 + 
Rapidly-expanding Midwest manu- 


facturer of strategic building mate- 
rials seeks top-flight man, with solid 
history in sales management func- 
tions. Must also be well-grounded 
in Marketing, Advertising and Mer- 
chandising. Should ssess strong 
leadership qualities. is is a chal- 
lenging and rewardin, rhea 
Salary, plus liberal incentives. If 
qualified, contact in confidence— 


GEORGE E. PYLKAS 
Executive Personnel Consultant 
WABASH AGENCY 
202 S. State St., Chicago 4, IL. 
WAbash 2-5020 


CREATIVE JOB WANTED 


Do You Need A “Young” (52) But 
Still Younger (In Ideas) Writer? 


This versatile advertising man firmly 
believes that the average citizen is 
an mr human being who is 
fed up with the unmitigated drivel 
being palmed off today as advertis- 
ng. 


He also believes that the time is 
ripe for a return to the fundamen- 
tals of common sense advertising 
with the emphasis on good taste, 
honesty and sincerity. 


Slow but sure, a dependable work- 
er, sober, handy with tools, reason- 
ably honest, fast milker, nice with 
horses, neat dresser, ulcer proof, he 
can still shoot the eye out of a 
squirrel at 10 rods. 


No specialist, except in 
vertising, he has the ability to come 
up with the kind of sound planning 
and fresh approaches that attract 
attention, arouse interest, create de- 
sire and compel action. 


Reasonable starting salary. Will live 
anywhere except Gnadenhutten, 
Ohio, Eighty Four, Pa., or Accident, 


Marylan 


Prefer exacting qovtquesent with 
growing, medium sized, highly cre- 
ative shop specializing in quality 
goods or services. No bolts or nuts 
please, I've had my fill. Presently 
unhappily emplo. . A wire or let- 
VERTISING AGE, 


good ad- 


ter to Box 453, A 

480 Lexington Ave., New York 17, 
will bring you complete de- 
ails. 


| CREATIVE 
DIRECTOR 


tion needed by the many people 


ality and professional reputation 
respect of these people. Salary, 


through a third party: 


whose solid and steady growth now demands the services of a top 
drawer creative executive to supervise all copy and art activities 
within the agency. This man will not be a working copy chief or art 
director but will be responsible for the creative level and effective- 
ness of the work produced by these people and their departments. 
The man we seek must be young—under 45—and be the fountain- 
head from which will come all the creative inspiration and direc- 


that sell the goods. In addition he must possess the kind of person- 
negotiable. Contact, in the strictest of confidence, either directly or 


Jerry Fields—Director 


JOBS UNLIMITED 


ADVERTISING PERSONNEL AGENCY 
16 E. 50th St., N. Y. C. 


There exists today in the entire 
never-never land of advertising, 
possibly only a dozen men with 
the qualifications to fill one of 
the most exciting and challeng- 
ing jobs to become available in 
New York in a long, long time. 
This job is with a major agency 


in the agency who make the ads 


as a writer that will command the 
stock, profit sharing details are 


PL 3-4123 


A COPY STAR EARNING 

A LOT LESS CAN HAVE 

THIS $18,000-$20,000 Job... 

This agency doesn't care what you earn 
now. You can be 30—or 45—a writer for 
a few or many years. But your samples— 
selling important brands of varied prod- 
ucts—must beyond the capabilities of 
most writers. Fresh, solid campaign ideas, 
fresh, alive writing. 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div 


110 S. Dearborn CE 6-5353 Chicago 


“Advertisers! Test rural suburbia in San- 
- Genesee Valley publications, Geneseo, 
DISPLAY SHOPS—SALESMEN— 

BROKERS 

| For added income sell inexpensive, color- 

| ful lithography IN ROLLS. National ad- 
vertisers use this versatile, flexible P-O-P 
sales aid by the mile in continuous-rolls 
(flat or corrugated) for display trims, 

| backgrounds, streamers, valances, etc. 
Good exclusive territories open. Samples 
end further details exchanged. 

| FULLER DISPLAYS, INC., 5-39 48th Ave- 
nue, Long Island City 1, N.Y. 


MISCELLANEOUS 


Buy saturation coverage on TV & Radio 
Giveaway shows in Los Angeles & the 
West at low cost. Film Star Endorsements 
also arranged. Write Reberts & Gail, 5880 
Hollywood Bivd., Hollywood 28, Calif. 


TO A COPY MAN 
with a certain flair 


A genial, happy and growing New York 
advertising agency seeks a head man 
|| for its copy department. We have in 
mind a writer with a substantial back- 
ground of general agency experience, 
good idea man, able to spy the best 
sales points in a product and (above 
all) present the advertising story in- 
terestingly—a man with a flair for 
making an ad look worth reading. He 
will work with the support of able art, 
contact and management in an atmos- 
phere that generates enthusiasm, 
priceless ingredient of good copy. If 
you think this sounds good enough to 
take a peek at, write—sending your 
resume and whatever else you think 
we ought to know. Don’t worry—all 
our people here practically know this 
ad by heart. 


Box 455, ADVERTISING AGE 
480 Lexington Avenue, 
New York 17, N. Y. 


SPECIALIST 
CORPORATE—INDUSTRIAL—FINANCIAL 
PUBLIC RELATIONS 

Will be Responsible for 
Creation 
Direction 
Execution 
of complete public relations program 
at corporation or agency level. 

Age: 37. Can Relocate for Major Op- 
portunity. For Complete Details, Write: 
Box 456, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, IMlinois 


et Peeeeeeeeeeeee 
YOUR AGENCY 
SHOULD HAVE 

WASHINGTON, D.C. 

REPRESENTATION 


Among other things this is the 
best place in the country to re- 
lease client publicity; legislative 
and bureaucratic activities affect- 
ing your client can be spot checked 
here; a branch address in Wash- 
ington adds prestige to your 
agency. For information write to: 


Mannie R. Klein 
Advertising, Inc. 
1424 “K” Street, N.W. 
Phone: STerling 3-2333 
There is no conflict of interest; 


as an agency, we serve only lo- 
cal accounts. 


WANTED: 


territory. Want young, aggressive 


confidence of course, to: 


103 Park Avenue, 


TWO SPACE SALESMEN 
for “‘RESEARCH & ENGINEERING”’ 


One for New England territory—one for Philadelphia and Eastern Penn. 


with technical education or background, plus experience in selling busi- 
ness magazine space. Salary and expenses. Don't phone, write only, in 


RESEARCH & ENGINEERING 


“The Magazine for Managers of Research, Design and Development” 


men, preferably but not necessarily 


New York 17, N.Y. 
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Advertising Age, February 18, 1957 


AN OPPORTUNITY 


for Account Executive 
with some business 
or Owner of Small Agency 
Eliminate your overhead and 
management problems . . have 
full time to service accounts and 
solicit new business. Aggressive 
backing on presentations to pros- 
pects. 
Today . . start yy - more — 
ey, more pleasure for yourself. 
Write in confidence to aggressive 
ten year old Chicago agency with 
full staff service in consumer and 
industrial fields. Box 451 Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Ill. 


ARE YOU a “One Man" 


loaded down with detail and 


financing? 


WE ARE « moderate sized Chico- 
go Agency with full recogni- 
tion and excellent credit, from 
which one of the principals has 


retired. 


CAN'T WE ou toguner tor ae- 


tual benefit? All letters strictly 


confidential. Address 


Box 457, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


Agency 


WANT A TOP-GRADE EXECUTIVE 
TO HEAD YOUR AGENCY IN CANADA? 


To any U.S. agency needing a top 
man to manage its Canadian opera- 
tions with headquarters in Mont- 
real, this man offers a rare combi- 
nation of advertising and marketing 
experience and knowledge. 

Over 20 years in advertising in 
Canada, now and for many years 
directing advertising for large man- 
ufacturer of consumer products, a 
leader in its field. Experience covers 
retail selling, cost analysis, copy 
writing, and all phases of advertis- 
ing budgeting and administration, 
including client-agency collabora- 
tion on everything from trade 
campaigns to TV shows. Presently 
employed but seeking change for 
personal reasons. Will consider 
Montreal area only. 


Box 452 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


Drake Personnel 
Confidential—Rapid—Nationwide 


SALES MANAGER 
CREATIVE PRINTING 


Outstanding commercial letterpress 
and lithographic pliant in the mid- 
west, needs top flight Sales Manager 
to add to its management team. Has 
excellent Art Department—P.O.P. 
accounts. 


This man may now be functioning 
in a similar capacity; or may be an 
aggressive salesman in a similar or- 
ganization, who desires challenging 
opportunity with a progressive com- 
pany. Some travel. Good base salary 
plus percentage on billings. 


B. L. CLEM 
DRAKE PERSONNEL, INC. 
220 S. State St., Chicago HA 7-8600 


ADVERTISING MANAGER 
SALES PROMOTION 


Now employed by one of the nation’s largest 

pa a Desires relocation. ba — 
nd advertising and pro 

in , food, detergents, soft goods, ac) industri- 

als. Strong on creative planning. Able ad- 

jo een Will consider agency or 

connection. 


Box 454 ARVEnTIeS a 
480 Lexington A » N.Y. 17 . W. 


CONVENTION 


‘Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 
167 N. LaGALLE, CHICAGO 
PUBLICITY COMMERCIAL 
INDUSTRIAL 


tLLINOIS 


OFFICE SPACE 
27,600-10,000 FT. 
621-6 Ave. N. Y. CITY 


Aircooled—Beautiful—Partitioned 
Ideal Advertising Agency 
or Art Studio 
Offset Printer in Bidg. 
ONLY $1.50 SQ. FT. 


Call Rose Cohen, OR 3-0900 
New York 


PUBLIC RELATIONS MAN 


1l yrs agency and trade organiza- 
tion oxpestees in INSURANCE, 
FOOD, RANSPORTATION, RE- 
TAILING. aa °° Pee 
ceeded by 10 yrs as a 

man. Age 39. Married. Chicago oo only. 

Box 460 Advertising Age 
200 E. Illinois St., Chicago 11, ST uinois 


WRITER 
Free-lance basis. Idea man, ex- 
tremely strong. on selling by 
mail. Letters—brochures—cata- 
logs. From creating to mailing. 

JOHN ELLMAN 
8240 TRIPP SKOKIE, ILL. 
ORchard 4-2821 


ADV. + ae 

Gepetete of “Art yi Annual” vols 
1 thru 19, “Modern Publicity” 1924 thru 
1941, “bound “‘Westvaco Inspirations’’ wi 
thru 190, ‘“‘Commercial Art” vols. 1 thru 
30, various scrapbooks, all fully cross- 
indexed. This valuable swipe file k 
years to index for instant location of sub- 
ject, idea, symbol, etc. Excellent condi- 
tion. Price $500. Jos S. Vogel & Co., 
Union Bidg., Newark 2, N. J. 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


CREATIVE 
ENGINEER-EDITOR 
AVAILABLE 


for management opportunity 
where proven combination of 
technical literacy, staff-man- 
aging know-how, and com- 
munications creativity will be 
an asset. Graduate engineer 
with top-grade recognition in 
technical, editorial, public re- 
lations and home community 
circles. Background in manu- 
facturing company, agency, 
and armed services all docu- 
ment ability in engineering 
journalism. Presently direct- 
ing editorial program of lead- 
ing national engineering mag- 
azine. References, including 
present employer, immediate- 
ly available. 


Box 458 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Illinois 


i The Midwest’ 
f IR CH sintunding ptenmelt 
Adank service for Adv. - Art & 
Executive allied fields. 
Placement F_eantattAay 
Counselors Cinna! €5670° 
AVAILABLE— 
MERCHANDISING AND 
SALES DIRECTOR 


Early thirties.. National experi- 
ence in sales and merchandising 
with leading food specialty man- 
ufacturer. Initiating and work- 
ing successful sales programs 
and promotions with food and 
drug trade brokers. Wide expe- 
rience in all major markets can 
prove profitable to agency or 
manufacturer. Box 449, Adver- 
tising Age, 200 East Illinois St., 
Chicago 11, Ill. 


WANTED: 


A YOUNG MAN WHO IS 
INTERESTED IN PEOPLE, 
PLACES AND THINGS 
A leading business publication in 
Chicago area has an immediate 
opening for an alert young man 
who is just naturally curious 
about what makes the business 
world “tick.” The job bears the 
title of associate editor and in- 
cludes both reporting and feature 
writing assignments. Some writ- 
ing experience is an absolute 
must and a business publication 
background is highly desirable, 
but not essential. The job carries 
with it excellent advancement 

o portunities plus outstandi 
inge” benefits. The salary wil 
be commensurate with experi- 
ence. Write, in complete confi- 
dence, to Box 461, Advertising 
200 E. Illinois St., Chicago 
11, Til, encl 
background, 
and a recent photo e ‘Gvailable 


a résumé of roe 


This Week in Washington... 


By Stanley E. Cohen 
WasHINGTON, Feb. 14—If the 
House appropriations committee 
postal rate legislation, Postmaster 
General Arthur Summerfield ap- 
his way toward a drastic overhaul 
in the postal rate structure. 
committee has consistently pressed 
TED R. LAZARUS has joined the exec-|for higher rates. From the tran- 
Co., New York agency. He former- | leased this week, committee mem- 
ly was with Gommi-TV, film pro-|bers apparently will continue to 
means embracing a 5¢ letter rate. 
hue & Coe end Eagle-Lion. Rep. Gordon Canfield (R., N.J.) 
ed 7] rate increases when—and if—a 
Stores Succe in bill is ultimately reported by the 
Spite of elr Ads, mittee. He said he has yet to meet 
a man or woman who opposes real- 
(Continued from Page 3) members of Congress think it is 
deals with articles that consumers | politically dangerous to vote for 
cluded that “the majority of stores} Among the Democrats signify- 
succeed (or survive) in spite of|ing their support were Rep. J. 
cause of it.” propriations subcommittee chair- 
Dr. Edwards also  presented|man; Rep. Otto Passman (D., La.) 
tion’s first annual advertising com-| N. J.). 
petition in three classifications: Rep. Siemanski recalled that 
Chicago; medium store, Straus Co.,| both cost 3¢, but that now news- 
Grand Forks, N. D.; small store,| papers have gone to 5¢, 10¢ and 
“that the public, or the Congress, 
STUDY HITS ‘DEAL’ did not just let the two stay neck 
ADS IN NEWSPAPER 
12—Nearly bd e ° 
one-third of all display ads dealing| Tribute to Summerfield: Over 
of a Los Angeles metropolitan | hikes were bottled up last suinmer, 
daily newspaper contained ele- there were glowing words of trib- 
tention of a state trade commission, | Postmaster General Summerfield’s 
according to a study by California nomination for a second term came 
The organization which conduct-| One of the most significant trib- 
ed the study is composed of small! utes came from Sen. Lyndon John- 
tions attempting to obtain legisla- | ho unexpectedly took the floor to 
tion setting up a state trade com- | %@y Mr. Summerfield “has lived up 
Practices Act of California. servant. F 
Analyzing 115 display ads deal-| “If we are going to have Repub- 
Jan. 31 newspaper issue, the CTCE | from his colleagues, “I want them 
found that 36 ads or 31.3%, implied | 0 be like Arthur Summerfield. He 
would fall within the purview of a| He does not play his cards under 
trade commission. Of this number,| the table. He tries to reason with 
selves to logical interpretation as|he tries to lead people. But he 
below-cost sales, or loss leaders. | "@VeT tries to drive them. 
by announcement of “drastic” price| Cross-Couponing Probe Dies: A 
reductions of up to and beyond! Federal Trade Commission inves- 
which, if clipped and brought or | Pillsbury Mills, General Mills and 
mailed by the consumer, would al- | International Milling Co. has been 
Eleven ads (6.9%) offered|,] Trade Commission Chairman 
“free” gifts, said the association,| John W. Gwynne told the Senate 
employ “lottery-like devices” as| mission is convinced the practice 
sales stimulants. ® | has been “virtually abandoned.” 
reaching a decisive point in its in- 
United Advertising Corp., New| vestigation of trading stamps. A 
through its affiliate, Highway Ad-| trading stamp companies is said to 
vertising Co., has purchased Van/|have been drafted by the staff for 
R. Harris, exec vp of United, said But no decision has been made 
the purpose of acquiring the Long|as to whether it should be for- 
United’s neighborhood poster panel|a recommendation for action. 
business to give greater coverage * . . 
While broadcasters talk hopefully 
Murray Forms PR Company of new efforts to convince Con- 
Newton & Co. and Maclaren Ad- | “equal time” rule for political 
vertising Co., ha: odds are _ heavily 


Washington Editor 
had responsibility for drafting 
parently would be well along on 
In the past, the appropriations 
utive staff of Charles Schlaifer &| script of secret budget hearings, re- 
ducer, and before that with Dona- press for rate increases, even if it 
called for unanimous support of 
post office and civil service com- 
NYU Dean Charges istic rates, and he can’t see why 
urgently need and want, he con-/| them. 
their advertising rather than be-|V. Gary (D., Va.), the postal ap- 
awards to winners of the associa- | and Rep. Alfred D. Siemanski (D., 
Large store, Benson & Rixon Co.,| years ago letters and newspapers 
Ned’s, Argata, Cal. even 15¢. “How is it,” he asked, 
and neck?” 
Los ANGELES, Feb. 
with consumer goods in one issue |i" the Senate, where postal rate 
ments which might warrant the at-| “te from an array of speakers as 
Trade Commission Exponents Inc.| “P for routine approval. 
business men and trade associa-|%0" (D., Tex.), the majority leader, 
mission to enforce the Unfair|*o his responsibilities as a public 
ing with consumer products, in a licans,” he said amid some laughter 
or described sales practices which | "ever takes advantage of anyone. 
it said, 23 ads (20%) lent them-| People; he tries to persuade people; 
This effect was generally achieved - + s 
50%; or by the use of coupons | tigation of “cross couponing” by 
low him a substantial discount. abandoned after two years. Feder- 
and at least two ads were said to| small business committee the com- 
The commission reportedly is 
United Buys Van Wagner 
York, outdoor advertising operator,|complaint against one of the big 
Wagner Co., Jamaica, N.Y. William | consideration. 
Island operation was to expand| warded to the commissioners with 
in the metropolitan New York area.| No Surcease from ‘Equal Time’: 
Ian G. Murray, formerly with| gress that it ought to repeal the 
organized his) broadcasts, 


own public relations company, Ian | against their success. 

G. Murray & Co. in Toronto to| Because of the possibility of 
handle American -ompanies oper-| heavy defections from either or 
ating in Canada. both major parties in 1960, influ- 


Congress’ Postal-Hike Fear Debunked 


| ential leaders in both houses would 


hesitate to go along on any change 
which might make it more diffi- 
cult for “third parties” to get air 
time. 

Obviously, 1960 is a long way off. 
But men who make their living by 
surviving the changes of the po- 
litical tides say conservatives from 
both parties might find it expe- 
dient to join in a third party move- 
ment. On the other hand, there are 
liberal Democrats who feel they 
also may be forced to walk out of 
their party, since they feel it is 
dominated by “conservatives” like 
Majority Leader Johnson. 


‘People to People’ Tax ‘Break’: 
Internal Revenue Service says out- 
of-pocket expenses incurred by cit- 
izens who participate in the U.S. 
Information Agency’s “People-to- 
People” program are allowable tax 
deductions “as contributions made 
to or for the use of the U.S.” 

The ruling was made because 
many industries, including adver- 
tisers, are setting up special “Peo- 
ple-to-People” committees which 
will participate in the program, 
without receiving any compensa- 
tion or expense reimbursement 
from the government. 


More Hunting, Less Fishing: An- 
other record in the number of li- 
cense holders for sport fishing and 
wild game hunting was set during 
1956, according to a state-by-state 
compilation just published by the 
Interior Department’s fish and 
wildlife service. 

The 33,163,831 total for the 12 
months ended June 30, 1956, was 
an increase of 117,470. Of this to- 
tal, 18,701,983 were fishing licenses 
(down 152,826) and 14,461,848 
hunting (up 270,296). 

California replaced Minnesota as 
the top state in fishing licenses, 
while Michigan remained first in 
hunting. . 


Zerbe Sells Publications 
to Medical Digest Inc. 

Bernard Zerbe has sold his two 
medical publications, the Pre- 
scriber and the Prescriptionist, to 
Medical Digest Inc., Winnetka, 
Ill. The Prescriber, established in 
1954 as a generai circulation med- 
ical journal, reaches 52,000 gen- 
eral practitioners under the age 
of 65. Before founding his publi- 
cations, Mr. Zerbe was advertis- 
ing manager of the American 
Pharmaceutical Assn., Washing- 
ton. He will serve in an editorial 
capacity with Medical Digest. 


‘Chicago Sun-Times’ Publishes 
International Travel Issue 

The Chicago Sun-Times pub- 
lished a_ special international 
travel issue section with its Sun- 
day, Feb. 17, issue. The 12-page, 
lift-out section featured foreign 
travel in pictures and stories by 
Wade Franklin, Sun-Times travel 
writer. 


Walter Joins ‘Family Weekly’ 

Family Weekly, Chicago, has 
appointed Robert L. Walter to its 
sales staff. Mr. Walter, formerly 
eastern ad manager of True, will 
service accounts in the New York 
area, Philadelphia and some 
southern states for Family Week- 
ly. 


Union Begins TV Campaign 
Union Pharmaceutical Co., 
Bloomfield, N.J., will break a tv 
spot campaign in 24 markets. The 
$900,000 campaign is for Saraka, 
Inhiston and Imra and will last 
through the end of the year. Grey 


Advertising Agency handles the 
account. 
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Brown & Williamson, Sterling Drug © Top 200 Spot TV Advertisers 
Lead P&G as Top Spot TV Spenders Fourth Quarter, 1956 


, ss . Source: N. C. Rorabaugh estimates for Television Bureau of Advertising 
(Continued from Page 1) !um to be surprisingly consistent 


cos $30,390,000, confections and|and less subject to seasonal varia- Figures in parentheses indicate company’s rank in third quarter, 1956. 
oe ‘auld anaes Seaeneaee. | ae Estimated Gross Estimated Gross Estimated Gross 
Total spot tv time expenditures|® TvB’s estimates are based on Rank Advertiser Time Expenditure | Rank Advertiser Time Expenditure | Rank Advertiser Time Expenditure 
for the fourth quarter of last year|N. C. Rorabaugh Co. reports, cov- - Brown & Williamson (2) .... $2,866,700 | 71. Adell Chemical Co. (70)... 329,300} 140. American Sugar Refining Co. 176,300 
were estimated at $107,842,000 by| ering data from 318 of the 474 U.S. . Sterling Drug (5) . Florida Citrus Comm. (45) 326,700 | 141. #Chunky Chocolate Corp. 
TvB’s president, Norman E. Cash. stations now operating commer- . Procter & Gamble (1) . Kimberly-Clark Corp. (173) | 324,400| 142. Great A & P Tea Co. (83) 
This was high enough to make it| cially. | 4. Continental Baking Co. (9) 2,012,800 " 311,500 | 143. FWander Co. ...........00 
the best three months for spot tel- | Spot tv attracted a total of 2,787 . General Foods (3) 1,939,200 . Tea Council (77) 311,200 | 144. Studebaker-Packard Corp. 
evision since the bureau started | advertisers during the final quar- . Philip Morris & Co. (4) .... 1,924,100 | . Beech-Nut Life Savers (54) 309,900 . Coty 
‘ter of 1956. Fourty-four of the com- . Colgate-Palmolive Co. (6) 1,775,900 . Clorox Chemical Co. (51) 307,900 . Lucky Lager Brewing 
Spot TV: Types Used and panies on the top 200 spenders’ list . Robert Hall Clothes (14) .. 1,664,400 . Theo. Hamm Brewing 
Time-of-Day Breakdowns were not included on the list for by MOIEE COs aos. .csnsscareseesers 1,523,100 306,700 . Kroger Co. (106) 
lin dion Qane the third quarter. . Lever Bros. (7) 1,297,800 . Sunshine Biscuit Co. (175) 302,900 . Foremost Dairies (111) .... 170,300 
$ 38,255,000 Twenty-two names were on the - National Biscuit Co. (10) .. 1,180,300 . Flionel Corp. 2.0... . Geo. Wiedemann 
58,948,000 ~ | list for the very first time: the Re. . Ford Motor Co. (38) 1,178,500 . Carnation Co. (62) Brewing (125) 167,900 
10,439,000 “| publican National Committee, Max . Carter Products (8) 1,167,200 . Pharmaceuticals Inc. (94) PPI TEMS docveissdichscsdatanes 167,800 
a mate Factor & Co., National Presto In- . Miles Laboratories (12)... 1,162,200 . Pacific Coast Borax Co. (64) . National Brewing Co. (102) 167,300 
$107,842,000 ‘Y|dustries, the Democratic Nationa! . Coca-Cola Co. & . E. 1. du Pont de Nemours . Stephen F. Whitman & Son 166,900 
Committee, Food Manufacturers bottlers (18) . Falstaff Brewing Corp. (76) . Revlon (35) 166,700 
$ 47,704,000 2\Inc. (the new name of Hawley & . Grove Laboratories . M. J. B. Co. (74) . Paxton & Gallagher Co. (100) 165,400 
Hoops), Lionel Corp., D. F. Drew & . Kellogg Co. (15) ’ . FE. F. Drew & Co. «0.0.0... . Jos. E. Schlitz Brewing (87) 163,100 
Co., Lanvin, Gilmar Record Co., . Corn Products Refining (19) . Quaker Oats Co. (122) .... . Malt-O-Meal Co. .............. 162,500 
21,276,000 197'Bon Ami Co., Kaiser Aluminum, . Bulova Watch Co. (13) . Carling Brewing Co. (58) . V. La Rosa & Sons 160,800 
$107,842,000 100.0 | Sears, Roebuck & Co., Drug Re- . Liggett & Myers (11) . Buitoni Products (168) .... . Salada Tea Co. (89) 160,100 
isearch Corp., Chunky Chocolate . *American Tel. & Tel. (17) . Grocery Store Products Co. . Armour & Co. (143) 158,500 
Period covered: Fourth quarter, ‘56. |Corp., Wander Co., Texas Co., . Avon Products (150) 865,600 . American Bakeries Co. (92) . Better Living Enterprises (36) 156,100 
|Helene Curtis Industries, Miller . American Tobacco Co. (107) 841,900 . General Mills . Blue Plate Foods (126) .... 150,300 
compiling these data. The total for| Brewing Co., American Character . International Latex Corp. (30) 835,000 . Drackett Co. . Emerson Drug Co. (109) 146,400 
1956 was put at $397,498,000. Quar- Doll Co., United Fruit Co., Clairol . Nestle Co. (29) . Vick Chemical Co. ............ . Columbia Broadcasting 
terly comparisons show the medi-| and Omar, Inc. . Chrysler Corp. (90) . Standard Brands (42) System (135) 146,500 


. American Chicle Co. (113) a 8 Se . Standard Oil Co. (Ohio) (189) 144,600 
TV po pe 3 . #Republican Party F . Hills Bros. Coffee (96) . Beatrice Foods Co. (167) .. 142,900 
Top Ss t Ss nders in 1956 . Warner-Lambert (16) . Radio Corp. of America (53) . Greyhound Corp. (171) .... 142,600 
Gross Estimates Gross Estimates . General Motors Corp. (48) . Armstrong Rubber Co. (79) . Montgomery Ward & Co. 142,300 

. Procter & Gamble Co. ........ $17,521,900 | 6. Colgate-Palmolive Co. ........ 7,314,600 . P. Lorillard & Co. (20) .... . Flanvin Parfums . W. F. McLaughlin & Co. (153) 142,200 
. Brown & Williamson ........ . 11,288,700 | 7. National Biscuit Co. ............ . Esso Standard Oil Co. (34) . Frontier Foods Corp. (155) . Walgreen Co. (141) 141,200 
. General Foods Corp. .......... 9,411,400 8. Miles Laboratories . #Max Factor & Co. ........ . Duffy-Mott Co. oo. . New England Confectionery 135,800 
9 
0 


. Sterling Drug 8,823,400 | 9. Continental Baking Co. ...... . Harold F. Ritchie Inc. (27) . Monarch Wine Co.., .......... . Frito Co. (190) 135,700 

. Philip Morris & Co. ........... 7,369,400 | 10. Kellogg Co. ....ccccccccccceceeeeee 4,815,100 . Shell Oil Co. (24) . Block Drug Co. (55) . Tidewater Associated 
. Charles Antell inc. (32) .... . Campbell Soup Co. (192) 135,700 
. . Ralston-Purina Co. (78) .... . ®Gilmor Record Co. ........ . Whitehall Pharmacal (145) 135,600 
Spot TV Expenditures . Pepsi-Cola Co. & bottlers (26) 584,800 . Commercial Solvents Corp. . Oscar Mayer & Co. (80) .. 134,100 

eee 583,700 . Best Foods (123) . F#Helene Curtis Industries F 
age ° . J. A. Folger & Co. (85)... 571,500 . Anderson Clayton & Co. (200) 235,300 . International Milling Co. .. 
by Product Classification: 1956 . Northern Paper Mills (41) 525,200/ 111. Rath Packing Co. (73) .... . Rayco Mfg. Co. (68) 

e q National Presto Industries 522,500 » Bon SEDs: aantsesidindilanadie . G. Heileman Brewing 
AGRICULTURE .....$ 1,225,000| COSMETICS & CIEE nan snes Gana OUk Gaal Gece Gc, cae 
Feeds, Meals TOILETRIES 34,240,000 
Miscellaneous Cosmetics 9,886,000 
Deodorants 3,243,000 


. Seven-Up Co. & bottlers (110) 502,200 . General Cigar Co. (128) . Drewerys Ltd. (116) 
. Helaine Seager Co. (22) .. . Bristol-Myers Co. (170) .... . Gunther Brewing Co. (130) 
. Glamorene . Kaiser Aluminum . Phillips Petroleum Co. (104) 


. #Democratic Party . Swift & Co. (31) . Charles Pfizer & Co. (193) 
ALE, BEER & WINE . on annaee sg nr & 1,226,000 . R. J. Reynolds . Safeway Stores (72) i . Duquesne Brewing Co. (133) 


Tobacco Co. (33) ’ . Top Value Enterprises (71) . Lewis Food Co. (131) 
3,810,000 hs oll Gueen 6,783,000 . P. Ballantine & Sons (28) . Sealy Mattress Co. & . Continental Oil Co. (142) 
° . American Home Foods (43) dealers (97) . Jackson Brewing Co. (115) 
so 560 000 | ae eee 606,000 . Anheuser-Busch (39) . Canada Dry Co. & bottlers . Regal Pale Brewing Co. (119) 
& Coloring 3,826,000 . Ward Baking Co. (136) .... . Borden Co. (101) . #Miller Brewing Co. ........ 
Perfumes, Toilet . : . Piel Bros. (52) 5 . Wildroot Co. (118) . Household Finance 
Waters. ote 1,202,000 . Thomas J. Lipton Inc. (63) b Petri , Corp. (132) 
Reseee Blades shot a 554,000 . Secony Mobil Oil Co. (84) . Nehi Corp. & bottlers (21) . Amercian Character Doll 
Shostee sel ’ . Wm. Wrigley Jr. Co. (57) .. 392,800 | 126. F&M Schaefer Brewing (144) 193,700 Co. 
Tires & Tubes 1,265,000, Lotions, ete. ..... _3,245,000| 57: **National Dairy Prod. (67) 386,700 | 127: Langendor!_ United a 
Trucks & Trailers .. 179,000 Toilet Soaps 3,262,000 | #feed Meaviacturers inc. 382,100 Bokeries (98) 192,700 . FUnited Fruit SEE Diasercese 
Btsssilancees Acees- Bleseilancous 407,000 . Wesson Oil & Snow Drift (40) 370,400 128. National Carbon Co. ........ 191,600 . GH. P. Cigar Co. ng 
sories & Supplies 1,905,000 . Proctor Electric Co. ; ree ng _ a es se Re yh oo 
DENTAL PRODUCTS 13,202,000 61. Pillsbury Mills (162) Chesebrough-Ponds (80). 186,000 | 196. #Clairol Ine. ..... 
BUILDING MATERIAL, Dentifrices 11,093,000 . Standard Oil Co. (Ind.) (56) y : an 0 ~ inet 86 184,800 , ion a ie ey c Sage 147 
EQUIPMENT, FIXTURES Mouthwashes 1,396,000! 63. H. J. Heinz Co. (60) “use ee ee oe + Mane Slap Green Se: Car? 
| ’ ta z= 
PAINTS 3,422,000 Miscellaneous 713,000 Associated Products (65) 132. Cream of Wheat Corp. (120) 184,100 Sf eee 
Fixtures, Plumbing, : r ; Sineloir Refining Co (105) ‘ FO gee Co. (46) 184,000 . Pan-Am Southern Corp. (179) 110,800 
593,000/ DRUG PRODUCTS .. 32,026,000 " Plough Ine. (151) . Sears, Roebuck & Co. .... 183,100 . General Tire & Rubber 
609,000 Cold Remedies 6.274.000 : . Sardeay Inc. (154) 182,400 Co. 110,000 
892.000| Headache Remedies 4934000) 02 20% Srewing Ce. (23) .... 339,000 | 136. General Electric Co. (69). 181,500 *Includes alll reg P i 
777,000! Indigestion Remedies 7.451.000 . Minute Maid Corp. (188) 335,900 | 137. #Drug Research Corp. .... 180,700 | **includes Kraft Foods Co. 
551,000 Laxatives 4.175.000 . Wm. B. Reily & Ce. (99)... 335,500 | 138. Benrus Watch Co. (66) .... 179,600 | ***Includes Toni and Paper Mate. 
| Vitessins 1.487.000 . E. & J. Galio Winery (95) 329,700 | 139. Duncan Coffee Co. (93) .. 179,000 | #First time in TvB’s top 200 list. 
CLOTHING, FURNISHINGS, Weight Aids 1,423,000 
ACCESSORIES .... 8,688,000 Miscellaneous Drug Meat, Poultry & Fish | Home Dry Cleaners 1,595,000; Toilet Tissue 
Clothing an Products 5,039,000 (except frozen) .. 5,931,000 Shoe Polish 194,000; Miscellaneous 
Footwear ......... Drug Stores 1,243,000, Soups (except frozen) 783,000, Miscellaneous Cleaners 469,000 
Hosiery Miscellaneous Foods 6,384,000 HOUSEHOLD, 
Miscellaneous ...... FOOD & GROCERY 5,165,000 pyr tee pe GENERAL 
PRODUCTS 107,615,000 | an — — Brooms, Brushes, 
CONFECTIONS & Baked Goods ...... 19,879,009 | GARDEN SUPPLIES & HOUSEHOLD FURNISH- nn 384,000 
SOFT DRINKS .... 21,576,000| Cereals 8,533,000 EQUIPMENT China, Glassware, 
Sant Betas 11:810.008 22,367,000 | CASOLINE & LUBRI- mae 
Condiments, Sauces, ik ee i Furniture & Other Deodorizers 
CONSUMER SERVICES 12,545,000 Appetizers 5,167,000, Gasoline & Oil .... Furnishings 


| Oil Additives Fuels (heating, etc.) 
Dry Cleaning s19.000 Dairy Products .... by yan Miscellaneous HOUSEHOLD LAUNDRY Insecticides, Rodenti- 


PRODUCTS 16,286,000 
ye “— same (Flour, HOTELS, RESORTS Bleaches, Starches . 1,672,000 
,158, xes, Rice, etc.) 4,720,000' pesTAURANTS ... 290 Packaged Soaps, 
Medical & Dental .. _—-159,000| Frozen Foods 6,495,000 
Moving, Hauling, Fruits & Vegetables, HOUSEHOLD CLEANERS, NOTIONS 
Storage 408,000 Juices (except CLEANSERS, POLISHES, 


Public Utilities .... 5,366,000 frozen) 6,106,000 6,863,000 | HOUSEHOLD PAPER PET PRODUCTS .... 
Religious, Political, Macaroni, Noodles, Cleaners, Cleansers . 3,130,000 PRODUCTS 

Unions 2,066,000 Chili, ete. 2,052,000 Floor & Furniture Cleansing Tissues .. PUBLICATIONS 
Schools & Colleges . 83,000 Margarine, Shorten- Polishes, Waxes .. 952,000 


Miscellaneous Services 4,893,000, Glass Cleaners .... 523,000 SPORTING GOODS, 


P 


3,075,000 
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Advertising Catalyzes Economy, But Only If 


It Guards Integrity: Coca-Cola’s Robinson 


(Continued from Page 1) 

ly a misrepresentation of the prod- 
uct or service advertised. He sug- 
gested that in the resumption of 
the crusade for truth in advertis- 
ing, advertisers go beyond former 
concepts and deal with the more 
comprehensive proposition of in- 
tegrity in advertising. 

“Examples of dishonest insinua- 
tion and innuendo are not multitu- 
dinous,” he said, “but we should 
seek them out and bring to bear all 
the influence we can to eliminate 
them. Advertising cannot afford to 
have any rotten apples in the bar- 
rel.” 


® Advertising as the creator of 
sales volume, Mr. Robinson said, 
is the only sure road to the con- 
tinuing profits of American indus- 
try. 
“Since 1950,” he said, “profit 
margins, or the percentage of prof- 
it to sales, has declined constantly. 
Yet the total profits in 1956 were 
at an alltime high. The growth in 
production and consumption en- 
able volume to overcome the de- 
clining margins. 

“Thus advertising is the greatest 
insurance for what we might well 
call the benign circle—the benign 
circle as opposed to the vicious cir- 
cle in which demand contracts, 
profits diminish, tax collections 
fall, deficit spending gains and in- 
flation takes over—to ruin the 
value of the dollar and morale of 
our people. 

“The efficiency with which ad- 
vertising can contribute to the pro- 
duction and the consumption of 
goods depends on public confi- 
dence in its integrity.” 


# Mr. Robinson credited the ad- 
vertising industry with a great ad- 
vance in sophistication of the 
American people and a tremendous 
advance in public good taste. 
“Today the masses have become 
instinctively aware of what is good 
in their clothing, in their homes 
and even in their manners,” Mr. 
Robinson said. “Advertising will 
find it profitable to be in tune with 
good taste in all its component 
parts, and it might well realize its 
responsibilities and its future profit 
in leading the way to new plateaus 


BICYCLES, TOYS . 1,440,000 
Bicycles & Supplies 86,000 
General Sporting 
RO 54,000 
Toys & Games ..... 1,233,000 
Miscellaneous ...... 67,000 
STATIONERY, OFFICE 
EQUIPMENT ...... 239,000 


TELEVISION, RADIO, 
PHONOGRAPH, MUSICAL 


INSTRUMENTS ... 2,360,000 
ps 393,000 
Radio & Television Sets 903,000 
ee 835,000 
Miscellaneous ...... 229,000 
TOBACCO PRODUCTS 
& SUPPLIES ...... 30,390,000 
TT 28,872,000 
Cigars, Pipe Tobacco 1,518,000 
TRANSPORTATION 
& TRAVEL ....:... 2,866,000 
pS 1,181,000 
als ths nes emake 806,000 
PD bev ewtaws codecs 796,000 
Miscellaneous ...... 83,000 
WATCHES, JEWELRY, 
CAMERAS ........ 7,066,000 
Cameras, Accessories, 

REE % oo bs 0-048 336,000 
Clocks & Watches... 5,705,000 
BE Fie debwoees 213,000 
Pens & Pencils .... 812,000 

MISCELLANEOUS .. 4,583,000 
Trading Stamps .. 1,281,000 


Miscellaneous Products 1,333,000 
Miscellaneous Stores 1,969,000 


$397,498,000 


eee ee enee 


of good taste. 


s “The total advertising of Amer- 
jican business is the show-window 
|of our way of life,” Mr. Robinson 
said. “It tells more accurately than 
historians and current commen- 
|tators how our people live, what 


live in, the clothes they wear, the 
| pleasures and the luxuries they en- 
joy. Advertising is a mirror of our 
customs as well as a reflection of 
our hopes and aspirations. 

“This is another fortunate by- 
product of integrity of advertising 
to stand beside its justification in 
sales volume and profit,” Mr. Rob- 
inson said. ° 


Kratt Uses Dailies, 
TV in 3 Markets to 
Push New Vita-wheat 


Cuicaco, Feb. 12—The Kraft 
Foods Co. currently is testing a 
new food product, Vita-wheat, in 
Houston, Cincinnati and Provi- 
dence. 

Large-space newspaper ads and 
spot television commercials in the 
test markets are being used to 
promote the product. No national 
advertising is planned at this time. 
Needham, Louis & Brorby is the 
agency. 

Vita-wheat is a parboiled, 
cracked wheat food which dates 
back to Biblical times when it was 
known as burgul, bourghul or bul- 
gar. Kraft points out that Vita- 
wheat is neither a health food nor 
a cereal, although it may be eaten 
as a gruel. 

The new Kraft product can be 
described basically as wheat that 
has been processed and then dried 
into small golden buds that swell 
up when added to boiling water. It 
is packed in 14 oz. packages and 
sells for less than 30¢ a package. e 


HAROLD M. WAGNER 


Leessurc, Fia., Feb. 12—Harold 
M. (Hal) Wagner, 55, pr and sales 
promotion specialist and former 
|newspaper advertising executive, 
died here Feb. 9. He had lived in 
Leesburg since his retirement three 
years ago. 
| A veteran of World War I, Mr. 
Wagner was once an advertising 
executive with the Scripps-How- 
ard newspaper chain and held suc- 
cessive ad positions in Chicago, 
Cleveland, New York, and Wil- 
mington, Del. Later he served as 
ad director of the Family Finance 
Corp. of the U. S. and in this post 
spoke before civic and other or- 
ganizations throughout the coun- 
try. A 32nd degree Mason and 
Shriner, Mr. Wagner was a past 
commander of the Chicago Legion 
Advertising Post. 


HIRAM D. FARGO 


Cuicaco, Feb. 12—Hiram D. 
Fargo, 88, vp and treasurer of the 
Telephony Publishing Corp., pub- 
| lisher of Telephony, died today in 
| St. Francis Hospital, Evanston. 

Mr. Fargo joined the publica- 
tion in 1907 as secretary-treasur- 
er and co-editor. Later, he became 
president, a position now held by 
his son, Hiram Jr. 

Prior to joining Telephony, Mr. 
| Fargo had been a newspaper re- 
| porter, political editor and Wash- 
|ington correspondent of the old 
Chicago Evening Post. He was a 
member of the Union League 
|Club and the Chicago Press Vet- 


| erans Assn. 


Matthew Acquires Softol 

Matthew Products, Irvington, 
N. J., has acquired Softol Inc., 
New York, manufacturer of Soft- 
ol manicure aids. Boyan & Weath- 
erly, New York, will handle ad- 
| vertising for the new Matthew di- 
vision. 


International Minerals Sets Up Marketing Group 


Lad j 
Last Minute News Flashes | 
| 
Cuicaco, Feb. 15—International Minerals & Chemical Corp. is | 
consolidating its multi-division marketing effort preparatory to yee 
ing some new consumer products on the market. Anthony E. Cascino, 
named director of marketing last summer (AA, July 9, ’56), will head 
the new marketing group. A new advertising supervisor for consumer | 


now in a similar capacity with Armour & Co. He will work under Frank 


‘owe products has been named. Reportedly, he is Louis (Lon) Carli, 


. O'Neill, who bec dvertisi i 
they ent, the kind of iheusas they | <0 e w came advertising and sales promotion manager last 


gust. 


Donahue & Coe Gets Second Chemway Account 

New York, Feb. 15—Carac Corp., a subsidiary of Chemway Corp., 
has appointed Donahue & Coe to handle advertising of Carac concen- 
trated chemicals and sprayers for home lawn and garden care. The 
agency was recently named for Chemway’s Lady Esther division. Dobin 
Advertising previously handled Carac. 


Boonton Shifts Account to Riedl-Freede 


Boonton, N. J., Feb. 15—Boonton Molding Co. has named Riedl- 
Freede Inc., Clifton, N. J., to handle advertising for its Boontonware. 
The account had been with Ellington & Co., New York. The new agency 
plans to use color pages in magazines and advertising in other media. 


West Leaves Rockwood for Exec VP Post at Orr 


New York, Feb. 15—Don E. West, formerly vp in charge of market- 
ing for Rockwood & Co., chocolate manufacturer, has joined Robert W. 
Orr & Associates as exec vp, a newly created post. He will be chairman 
of the plans board and supervise client service on all accounts. Earlier 
in his career, Mr. West was associated with Ogilvy, Benson & Mather 
and with Standard Brands. 


Glenmore Shifts D’Arcy’s Brand Assignments 

New York, Feb. 15—Glenmore Distilleries Co., Louisville, is realign- 
ing its brand advertising and will move King’s Ransom and House of 
Lords scotch whiskies from D’Arcy Advertising Co. to Compton Adver- 
tising June 1. Compton also will continue to handle the company’s 
Yellowstone bonded and straight bourbons. D’Arcy will take over 
advertising on two new Glenmore brands, an 86 proof Kentucky Tav- 
ern bourbon and Glenmore vodka, and will continue to handle Ken- 
tucky Tavern bonded bourbon, Glenmore straight bourbon, and Old 
Thompson blended whisky. 


Robbe Is New American Home Products Ad Head 


New York, Feb. 15—Fred G. Robbe has joined American Home 
Products as director of advertising, a newly-created position. Mr. 
Robbe was advertising manager of P. Lorillard Co. for six years and 
before that was with Young & Rubicam for ten years. 


Dowd, Redfield Boosts Davis to New Post 


New York, Feb. 15—Herman Davis, who joined the agency in 1952 
from Doyle Dane Bernbarch Inc., has been named creative director of 
Dowd, Redfield & Johnstone. He has recently been vp and director 
of art for the agency. Creative director is a new post. 


‘LH]' Announces New Circulation Base 


PHILADELPHIA, Feb. 15—Ladies’ Home Journal will announce Monday 
an increase in its circulation base to 5,250,000—an advance of 400,000 
over the current base—and a new b&w page rate of $19,250 as com- 
pared with $16,740 currently. The Journal thus follows the lead of 
McCall’s which on Jan. 30. announced rate and guarantee boosts, after 
acquiring—with the Journal—the unexpired subscriptions of the sus- 
pended Woman’s Home Companion. The Journal and McCall’s also 
divided a mailing list of about 1,300,000 non-duplicated Companion 
subscriber names. Thus, ideally, each book could add about 650,000 
names to its circulations. 


Insurance Group Names Doremus; Other Late News 


e National Assn. of Insurance Agencies has appointed Doremus & 
Co., New York to handle its advertising. The association is a new ad- 
vertiser. 


e Richard G. Pratt, vp, has been elected a director, and James R. 
Roberts, secretary, has been elected a vp and also continues as secre- 
tary of Charles W. Hoyt Co., New York. The agency also has announced 
that 38% of its employes are now stockholders of the company. 


e Thomas A. Wright Jr., formerly a media group supervisor, has been 
named manager of the media department of Leo Burnett Co., Chicago. 
He joined the agency in 1955 after five years as an account executive 
with National Broadcasting Co., New York. Before that he was with 
Batten, Barton, Durstine & Osborn. 


e In an arrangement that is unusual for spot tv, Harold F. Ritchie 
Inc., Clifton, N. J., has got an okay from stations in nine major markets 
to take a three to four week March hiatus on Brylcream’s participa- 
tions in feature film programs, with full protection on the clearances. 
Brylcream, a very good spot tv customer, was permitted to take a 
breather on its spot schedule to meet a budgetary cutback. Atherton 
& Currier is the agency. 


e Geare-Marston Inc., recently merged Philadelphia subsidiary of 
Ruthrauff & Ryan, has been named to handle advertising for Pioneer 
chain saws, made by the Gale products division of Outboard Marine 
Corp. The agency already handles Outboard Marines’s institutional 


| advertising and its Lawn-Boy and Gale products divisions. Cockfield, 


Brown & Co., Toronto, the former agency for Pioneer chain saws, re- 
tains the Canadian portion of the account. 


@ Doyle Dane Bernbach Inc., New York, has been appointed to handle 
advertising for CBS Radio, New York, replacing McCann-Erickson, 
which continues to handle advertising for several other CBS divisions 
and the parent company. 


e Grimm & Craigie, Chicago agency, has elected Walter T. Craigle, for-| 
merly vp and secretary, president to succeed William K. Grimm, who) 
was named chairman of the board and treasurer. Howard G. Paulsen, a) 
vp and account executive of the agency was elected secretary to suc-| 
‘ceed Mr. Craigle. 


Cool Instructor 
Is ‘Hot Property’ 


Van Doren Aids NBC in 
Ratings War; Bolsters 
Slipping Quiz Field 


New York, Feb. 15—Televi- 
sion’s biggest new “star” is a per- 
sonable college instructor, who is 
proving to be the best weapon 
NBC has found in the rating com- 
petition with CBS in a couple of 
key periods. 

Last Monday Columbia Univer- 
sity’s Charles Van Doren knocked 
off a couple of quiz contenders 
and built his “Twenty-One” win- 
nings to $138,000. His perform- 
ance drew a Trendex of 27.1 for 
NBC, against 32.3 for CBS’ “I 
Love Lucy.” Two weeks before, 
he scored slightly better, with 27.2 
against 31.5. The in-between week, 
which is the week the Top Ten 
listings are compiled, the “Twen- 
ty-One” period was filled by a 
spec. The experts feel the week 
off may have slowed Mr. Van Dor- 
en’s rating momentum a bit, 
though the spec drew a fine house. 

A comparison with December 
and January ratings will indicate 
how much ground NBC has gained 
in the Monday 9 p.m., EST, battle, 
which for years had been a 
“Lucy” walkaway. In the Decem- 
ber Trendex, NBC scored 9.4 with 
“Can Do,” a_ short-lived quiz, 
against 35.7 for “Lucy.” In Janu- 
ary a spec, “Project 20” drew a 
Trendex rating of 6.9, against 40.7 
for “Lucy.” 


® Sindlinger & Co. reports that 
“Twenty-One” was the “most 
talked about” television program 
in the U. S. during the first week 
in February. In fourth place on 
the “talked about” list was “Lucy,” 
as some of her fans complained 
that they had to give up watching 
the comedy because “Twenty- 
One” had moved into the same 
time period. 

Mr. Van Doren, who has been 
receiving the kind of publicity 
that the “$64,000 Question” got 
when it started the current quiz 
craze in the summer of 1955, also 
has given NBC an assist in luring 
viewers from CBS’ Ed Sullivan. 

When the handsome teacher 
made his initial guest appearance 
on the “Steve Allen Show” the 
program outrated the Sullivan 
show for the second time since 
they have been pitted against each 
other, with 28.3 against 25.0. (The 
first time Mr. Allen beat Mr. Sul- 
livan he had help from Elvis Pres- 
ley, who shortly thereafter was 
signed by Mr. Sullivan.) 


s Mr. Van Doren was booked for 
a second appearance on the Allen 
program Feb. 10. This time the top 
Trendex spot reverted to CBS, 
which scored 31.7, but NBC drew 
a very creditable score of 23.6, 


| with Mr. Allen playing host to the 


quiz whiz. 

What effect, if any, the excite- 
ment generated by “Twenty-One” 
will have on the other big money 
tv shows remains to be seen. Un- 
til “Twenty-One’ s” headline grab- 
ber came along to start things 
perking again, it looked as though 
the quiz craze was subsiding. 

There have been several casu- 
alties in this programming cate- 
gory this season—‘“High Finance” 
(Mennen), “Can Do” (Revlon), 
“Break the $250,000 Bank” (Lan- 
olin Plus), “Giant Step” (General 
Mills) and “You’re on Your Own” 
(Hazel Bishop). Even the pioneer 
cash-loaded quizzer, “The $64,000 
Question,” has lost some of its 
rating magnitude. In the first 
Nielsen report for January, 1956, 
this show placed first on the aver- 
age audience rating list with 46.6. 


| Last month it placed sixth, with 


36.0. 
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Pioneering Outer 
Space Can Wait! 


Let’s pioneer Outer Space, later! 
At the moment, let’s whoosh to 
the South — with a sales thrust, 
powerful as the impact of a rocket 
take-off. Destination: WDIA, 
Memphis, where a market bonan- 
za is waiting exploration—a Ne- 
gro market that’s Tangible, Ten- 
able, Timely! 


Tangible 


The Memphis Negro market is 
tangible. This sales area has one 
of the nation’s highest percentages 
of colored population, one of the 
heaviest concentrations of Negro 
income. Approximately 43% of 
Memphis residents are colored 
with a per capita income of $28.79 
for each $100 of white income, 
while that of Chicago is $7.89; and 
New York, only $6.59. 

What’s more, Memphis Negroes 
spend 80% of that high bracket 
income on commodities — for ex- 
ample, more than 60% of all flour 
purchased in this section; more 
than 50% of deodorants and ho- 
siery. 


Tenable 


The market is, also, tenable. 
Since its inception, in 1948, as an 
exclusive Negro radio station, 
WDIA has recorded for its adver- 
tisers a marked and sustained ad- 
vance, evidenced by its gross dol- 
lar volume increase of 600%! Low 
readership makes newspaper ad- 
vertising an ineffective medium— 
low percentage TV ownership lim- 
its tangibility. The only 50,000 
watt station in Memphis, WDIA 
dominates commercial contact 
with sales responsive consumers. 
Convincing statistics on the sales 
power of programs, serviced by 
WDIA, appear on the progress 
charts of clients, like: 


Camel Cigarettes . . Bud- 
weiser . . Folger Coffee . . 
Sal Hepatica . . Tide . . 
and Bayer Aspirin. 


Now is the time to explore the 
feasibility of a promotional pro- 
gram for your products. Recogniz- 
ing the financial factor of the Ne- 
gro wage earners, in the rapidly 
expanding economy of the South, 
you may participate in the devel- 
opment, securing priority advan- 
tages to sell and establish your 
brand. Drop us your name, on 
your letterhead, that we may send 
you 4 factual prospectus. Request 
too, your bound copy of, “The 
Story of WDIA!” 


WDIA is represented nationally 
by John E. Pearson Company. 


Oye "L2. Prendent 
BERT cond 4 General Menage: 


HAROLD WALKER. Commercoal Menage: 


(Continued from Page 2) 
controlling factor in determining 
the placement of outdoor adver- 
tising,” he explained. 


es “And, in locating advertising 
displays, the members recognize 
and respect the public interest in 
natural scenic beauty, and in 
parks, historical monuments and 
shrines,” he assured the group. 
“They do not believe outdoor ad- 
vertising should be erected in 
residential areas, and they also 
observe discretion and good taste 
with respect to frequency and 
concentration.” 

Under questioning just before 
taking office last week, Mr. Talla- 
my reiterated what he already 
had told members of the Senate 
public works committee: That he 
hopes to find a way to prevent 
the erection of “billboard alleys” 
without invading states’ rights. 

As head of the New York State 


New U.S. Road Chief, Ex-Advocate 
of Quidoor Ad Curbs, Softens Views 


Thruway he had vigorously op- 
posed the erection of outdoor ad- 
vertising. But he told the commit- 
tee the federal government can- 
not intervene as effectively as the 
Thruway because it should not 
move into an area which is prop- 
erly the business of the states. 


erection of outdoor boards in New 
York state, Mr. Tallamy obtained 
easements on land for 1,000’ ad- 
joining the Thruway. Since these 
easements were obtained at the 
time the land purchases were 
made, the Thruway took the po- 
sition it was not obligated to pay 
anything for the rights, because 
no advertising values. existed for 
that land and none would exist 
until the Thruway was built. 
Mr. Tallamy told the Commit- 
tee he also obtained verbal prom- 
ises from the Outdoor Advertising 
Assn. that none of its members 


1 Great Gildersleeve (Participating, NBC) 


Nielsen Radio 
Two Weeks Ending Jan. 12, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (620) 


Amos ‘n’ Andy Music Hall (Brown & 


News of the World (Miles Labs., NBC) 


2 People Are Funny (Participating, NBC) 

3 ee een UNI CIID CIID, TEITID ......cccsasiescnseneieadtizondensbtionscconsssoesehoseouocnnen 

4 Dragnet (Chesterfield, NBC) .. 

5 ES ee ee 1,002 

6 I I aes ca aaa ieee, cons crssniznsnabsotennns 1,002 

7 EE 859 

8 Counter-Spy (Participating, MBS) 811 

9 News from NBC (Brown & Williamson, Wed., 8:55, NBC) 811 

10 = Official Detective (Participating, MBS) ..............cssssssseesessesesesenesereeerseeneeeceneene 811 

EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (763) 
ree: WORN GED TTD SUID ecticstenctcnsnesecdsicndetincgthpconsnesiiciverscctsciens 1,479 


Williamson, CBS) 


1 
2 
3 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
1 
2 
3 


(1,097) 
Rose Bowl Football Game (Gillette, NBC) ...........ccccccccccsssseeeseesssesseeeeeereeeneeenee 2,194 
Arthur Godfrey (Scott, 11:15 a.m., Fri., second week, CBS) ............c00c000 1,860 
Arthur Godfrey (Mutual Benefit of Omaha, 10:30 a.m. Tues. 
Ps GI Is Ge eieiieitcieseeeenscintiprncannenticeeecetatieecccescoccccccesteceseee 1,765 
4 Young Dr. Malone (Carter, first half, Thurs., first week; Tues., 
a a a Te 1,765 
5 Ma Perkins (Lipton, second half, Mon.-Fri., second week, CBS) ..........000.. 1,717 
6 Arthur Godfrey (Chun King, 10 a.m., Tues., second week, CBS) ................ 1,622 
7 Our Gal Sunday (Scott, second half, Wed., CBS) .........ccccseccesesecseeereeeenenes 1,622 
8 Nora Drake (Mentholatum, second half, Mon. & Fri., second week, CBS)... 1,574 
9 Arthur Godfrey (Sherwin-Williams, 10:30 a.m., Wed., CBS) ............ccccc0000 1,574 
10 = Arthur Godfrey (American Popcorn, 10 a.m., Wed., CBS) ccccccececceccccseeeeenseee 1,479 


a 
x 


Woolworth Hour (F. W. Woolworth C 


SUNDAY (AVERAGE FOR ALL PROGRAMS) 


Pro-Football Championship (Participating, CBS) 
Robert Trout-News (Chevrolet, 10, CBS) 


o., CBS) 


oo errrrrt i ee eer rrr ey 


Gunsmoke (Liggett & Myers, CBS) 
Robert Q. Lewis (Lewis Howe, CBS) 


SATURDAY (AVERAGE FOR ALL PROGRAMS) 


Allan Jackson-News (Chevrolet, 1, C 
Number of homes reached is based on 

total U.S. radio homes. 

+ Homes reached during all or any part 


*@On—-o!1wn--o 
b> 
ss 


one minute or more are included. 


BS) 
47,700,000, the estimated March 1, 1957, 


of the program, except for homes listening 


only one to five minutes. For a program of less than 10-minute duration, homes listening 


+ Number of homes tuned to the program. 
t Average ratio of the number of homes 
homes in area carrying the show, it 


Videodex 


Top Ten Spot TV Shows* 
Jan, 2-8, 1957 

Copyright by Videodex Inc. 
No. of Cities in which Program Homes % of 
Rank Program appears and distributor (000)+ Homest 
1 Rosemary Clooney (92 Cities, MCA-TV) ......cccccccccsescesssesesennnerees 4,514 18.6 
2 Dr. Hudson's Secret Journal (119 Cities, MCA-TV) .......0ccc00 4,826 17.9 
3 Highway Patrol (157 Cities, Ziv TV) ......ccccccccccccssssenseesseenseneeeeees 5,632 17.4 
4 Science Fiction Theater (103 Cities, Ziv TV) ......cccccccccsscseesereeeesees 4,530 7.1 
5 The Man Called X (113 Cities, Ziv TV) ....ccccccccsccecscseesesesrseeeeeeseene 4,568 16.3 
6 Fg RR eee S| Ta 1098 16.1 
7 Dr. Christian (97 Cities, Ziv TV) 3,897 16.0 
| 8 aie FR CO CIID crcscicsnccsessenstecicensecoementenntstnelbees 1,336 15.8 
| 9 Sheriff of Cochise (104 Cities, NTA-Desily) ..........cccccccccseseseeeeeeee 3,855 15.4 
10 Celebrity Playhouse (78 Cities, Screen Gems) o.........ccccccccceeeeoene 2,275 15.2 


* Programs appearing in a minimum of 20 markets. 


viewing the program to the number of tv 


= or | 


P 


® In his efforts to prevent the 


FRANK J. MARZICH has been named 

advertising and sales manager of 

the Bireley’s division of General 

Foods Corp., Hollywood. He has 

been with the company since mid- 

1956, handling ad and sales promo- 
tion activities. 


would attempt to erect advertis- 
ing along the Thruway. Subse- 
quently, he said, he induced the 
legislature to pass laws banning 
advertising. He said he did this 
because he feared the oral agree- 
ment with the association would 
eventually break down, through 
changes in personnel or policy. 
Turning to the problems facing 
the Public Roads Administration 
in planning the big new interstate 
road program, he expressed doubt 
that this kind of rigid control 
would be accepted or desired 
everywhere in the country. 


® Under questioning by Sen. 
Richard Neuberger (D., Ore.) he 
pointed out that the states’ rights 
issue arises because outdoor ad 
controls deprive citizens of the 
right to use property along the 
highways as they might wish. He 
indicated this kind of regulation 
is better left to state and local 
authorities. 

The discussion of outdoor ad- 
vertising was introduced by Sen. 
Norris Cotton (R., N. H.), who 
said he feared that “billboard al- 
leys” would spring up unless leg- 
islation is adopted establishing 
some form of control. 

Mr. Tallamy replied: “In New 


NO COMPETITION 


No other competitive ads 
are run with yours. Your 


commercial message is 
one of only four. USE... 


THEATRE SCREEN 
ADVERTISING 


AAPA 


1032 Carondelet Street 
New Orleans, La. 


Advertising Age, February 18, 1957 


York, I was very much in favor 
of the regulation of outdoor ad- 
vertising, so that it would not 
develop into a billboard alley, as 
it is sure to if not controlled.” 
After outlining steps taken by 
the New York State Thruway to 
control outdoor ads, he explained: 
“We ought to try to find some way 
to control objectionable outdoor 
advertising adjacent to the inter- 
state system. But I recognize that 
there is a problem in so far as 
states’ rights are concerned. I do 
not have the answer, but I will 


try to get it.” 


s The industry group which vis- 
ited with government officials to- 
day included, in addition to Mr. 
Markham, Karl A. Ghaster, gen- 
eral manager of OAAA; Edward 
C. Donnelly Jr., Boston; J. Willis 
Cantey, Columbia, S.C.; J. E. 
McCarthy, dean emeritus of 
Notre Dame University school of 
business, and Leonard J. Trester, 
Washington, vp of General Out- 
door Advertising Co. 


WARE ROOeDER gue 


3-in-1 ‘‘Take-One”’ 

Super-stickin’ KLEEN-STIK helps 
relieve the customer of the heavy 
work in this novel ‘‘shelf-talker”’ 
for LESLIE SALT CO., San Fran- 
cisco. Equip with two heavy- 
duty strips of this modern moisture- 
less adhesive, it’s e-a-s-y to attach 
to store shelves with a simple peel- 
and-press. Customers merely take 
a slip from one of the three pads (for 
Fine, Medium or Coarse Water 
Softener Salt) —and exchange it for 
a 50-lb. bag as they leave the store! 
This labor-savin’ device designed 
by HONIG-COOPER agency... 
proauoes by MAJORS & MAT- 

OCH CO., S.F. lithographers. 
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Outstanding " 
the World's Most 
Versatile Self-Sticking Adhesive! 


suv 


PREMIU 


Cs 
Re 
IDEA NO. 105 


Flashy Foil Fivesome 


If a good P.O.P. sign helps sell beer, 
five should sell even more! That’s 
what ESSLINGER’S, INC., Phila- 
delphia brewer, figured—so the 
had EDWARD NASSAN rf 
ASSOC. create this colorful combo— 
including a ‘‘We Do Not Serve 
Minors”, a price sticker for the 
6-pack, and a “Please Close”’ pointer 
for use on refrigerator case doors. 
DIAMOND PRTG. & LABEL 
MFG. CO. did the entire group in 
eight colors on special heavy-weight 
KLEEN-STIK Gold Foil—so they 
go up anywhere . . . stick tight... 
and sell! 


See your regular printer, lith- 
ographer, or silk screen 
inter for more business- 
uilding KLEEN-STIK ideas 
...or write on your letterhead 
for our free *‘Ildea-of-the- 
Month”. 


S 


- 


x 
& 
x 
& 
7 
w 
x 
u 
x 
w 
. 
w 
* 
w 
* 
w 
7 
& 
x 
u 
7 
w 
* 
& 
7 
w 
ry 
aa 
u 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
ond Labeling 
7300 W. Wilson Ave. © Chicago 3}, Ill 
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What does an editor do? 


HERE’S no telling where a Post editor will 
"Tons up next! While one breaks the sound 
barrier in a jet, another explores Marilyn Monroe's 
boudoir with pencil and paper. (See editor Pete 
Martin and accomplice, above.) But they're excep- 
tions. Most take their adventure more vicariously. 
They read. And read. And read. 

In fact, these editors may well be the readingest 
people on earth. For the Post is not, primarily, a 
staff-written magazine. It is written mainly by the 
authors, experts and eyewitnesses who submit some 
150,000 pieces to the Post each year. 

Of course, the Post prints only 700 to 800 fea- 
tures. But each manuscript is read and accepted or 
rejected within one week. (Then the revises begin!) 
Since there are exactly 22 reading editors, you can 
easily compute how much reading each one has to 
do to keep the whole process from backing up! 

Such Post haste puts quite a burden on the edi- 
tors, but it pays off—and handsomely. It’s one 


America reads the Post 


A CURTIS MAGAZINE 


reason why the Post gets first look at the very best 
writing and reporting done today. And, frankly, 
the fact that the Post pays the top rate has a lot to 
do with this, too. 

In any event, no other magazine gets a look at a 
fraction of this amount of material. Perhaps that’s 
why others have to settle for a mere fraction of the 
reader time and attention that the Post gets, too. 

What, you may be wondering, will happen when 
this pile of incoming manuscripts reaches 200,000 
a year—as it appears it soon will? The editors will 
simply have to keep their home lights burning later 
each night. And Post readers will probably follow 
suit, too. For no other magazine offers the American 
family such a wealth of first-rate, first-run reading! 
P.S. (For ad men only): Wii): its circulation well over the 
5,100,000 mark for ’57, the Post will sell more than 260 million 
copies this year — a figure that only one other magazine in the entire 
publishing business will even approach! And no other magazine 


in the field will match the atlention—yes, even devotion — readers 
will give to each copy. Will your messages be getting their share? 


The Saturday Evening 


POST 


February 23. 1957 - 


43° 


Victor Borge Tells His Own Story 
ROUGHING IT AT MIAMI BEACH 
Men Wanted: $25,000 a Year 
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Togetherness inspires her buying decisions... 
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Painting hy Ben Prins 


Menu Motivation 


Red meat used to be considered primarily for “‘he-men.’’ But today a woman purchases more 
meat than ever and serves it regularly, not only because her husband likes it, but because 
it’s good nutrition for her growing family. (And it has a deserved place in sensible reduc- 
ing diets.) Here again, Togetherness inspires her buying decision. 


. 
The magazine of Togetherness, reaching more than 4,760,000 ‘amities... MieCalls 
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